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JIC blank box for 
special installations. 

May be drilled for 
custom installation of 
Uni-Seal hubs or 
STN connectors. 






Patent Pending 















@ Safety engineered to JIC specifications, this new heavy gauge 
steel junction box gives positive protection from liquids, fumes, 
shavings, dirt and other foreign matter. Box body is of one-piece 
welded construction without holes. May be custom drilled. Special 
gasket seal for cover. Exceptional wiring room .. . outside dimen- 
sions: 44%” long, 25a” wide, 244” high. No sharp edges. Extra 
rigidity. Exclusive full width bridge for additional screw support. 
Next time you need a liquid-tight junction box . . . specify 
APPLETON JIC! 
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BALANCED COMPOUNDING means BALANCED RESISTANCE 


... to all of the factors that attack portable cables and cords 


It isnot enough that portable cables or cords have the ability to 
resist attacks by water or oil, or any other single factor. To provide 
truly dependable service over long periods of time, portable cables 
must have balanced resistance to all deteriorating factors. 

Since there is no one ingredient that has inherent resistance to 
all of these factors, the insulation or jacket of the portable cable 
or cord must be a combination of ingredients. 

Balanced Compounding refers to the scientific selection of these 
ingredients and the proportions in which they are mixed. Where the 
balance is upset by loading the compound with any one ingredient, 
resistance to one factor may increase, but resistance to other factors 
will be lessened. 

Proof of the worth of Simplex Balanced Compounding can be 
found in the fact that Tirex portable cables have been successfully 
performing under the most rugged operating conditions for periods 
ranging up to twenty years. 





WIRE & CABLE CO. 


Cambridge, Mass. « Newington, N. H. 
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RIBUTORS 


You'll soon be introduced to Square D's new Size OO 


magnetic starter and contactor-~4 quality device designed 
specifically for 3/4 to 2 HP sgukipasions——Seet"ns the 
needs of approximately 85% of existing low-horsepower 


industrial and commercial applications. 


Here's 2 real merchandise item! Many of the costly 


extra features necessary in larger starters have been 


eliminated. Heavy» complicated stocks are unnecessary - 


Only NEMA 1 enclosed and open-tyPe construction are 
offered. Special modifications are limited to the 
of Start-Stop pushbut tons or Hand-Off-Automatic 


aadition 
d or field-converted, 


selector switches (factory-modifie 
ple modification kits). It is priced 

--your customers don't have to overbuy- 

y for extra features not required 


using sim 
economically 
There's no need to pa 
for low-horsepower jobs. 

e for sales through 


These starters are tailor-mad 
tem at an economical cost. 


distributors-~% high-volume i 
Give it @ try. it will pay off: 


sincerely, 


w. J- Moriarty 
Manager, Distributor Relations 
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An important 2 


topic to you... 


Technical help ® 


is profitable. 


This firm gets be 


the answers. 


A problem of p 


great concern. 
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REFLECTORS 


FOR 400 W. MERCURY and 300-1500 W. 
MOGUL INCANDESCENT LAMPS 


These etched Alzak Alumi- 
num Reflectors are the medium 
spread type designed with 33 
degrees light cut-off. With 400 
W. Mercury Lamps, they de- 
liver 50% output in the 0-30° 
zone. With incandescent lamps 
they put 59% in the 0-30° 
zone. They incorporate ventiia- 
tion with a protective drip 
shield. Interchangeable hoods 
for various lamp sizes place 
the light center correctly in the 
reflectors. Hoods are finished 
white or gray porcelain enamel. 


WHITE 
PORCELAIN ENAMEL 


Same design as Alzak, 
finished all white por- 
celain enamel, 16"’ and 
18” diameters. Socket 
or Easy-Tach construc- 
tion for pendant or box 
type mounting. Send for 
descriptive literature on 
these units today. 


QUADRANGLE MANUFACTURING CO. 
Dept. 84 325. Peoria St., Chicago 7, Ill. 
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Credits and Collections 


THOUGH vacation time is here, idea- 
time is always with us in electrical 
distributing. 

To help keep your idea-file well 
filled, this issue offers a package of 
provocative articles designed to stimu- 
late your thinking on these questions: 

e What do you know about basic 
electricity? Leading off the issue is the 
start of a new phase for our old stand- 
by, “The Salesman’s Technical Notes.” 
No longer product-oriented, “Notes” 
will now stress the electrical funda- 
mentals—another ideal training-aid 
( page ah. 

e Can the relatively small distribu- 
tor sell industrial electronics? MarLe 
Co. thinks it has the answer. Turn to 
page 40. 

e How does a distributor-engineer 
view his role in making sales? Mill- 
Power Supply’s Newt Montgomery 


gives you his ideas on this subject so 
vital to today’s industrial-type electri- 
cal distributor, starting on page 42. 

e How do you celebrate a diamond 
anniversary? Oakes Electrical Supply 
Co., did it up big recently with an 
all day 75th birthday party that in- 
cluded everything (see page 46). 

e What’s the agent’s side of the 
local warehouse controversy? Duke 
Imholt speaks out on the benefits to 
distributors of area warehouses, be- 
ginning on page 48. 

e How do your manufacturer-sup- 
pliers stand on questions vital to your 
existence and future success? Gilson 
Supply’s analysis of survey answers 
helps in planning and improving every 
phase of their operation (turn to 
page 50). 

e What part do you play in selling 
engineered products? We asked dis- 
tributors across the nation that—and 
many other related questions on the 
controversial subject (see page 56) 
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ROYALASTIC TAPE 


ROYALASTIC TAPE Royalastic 
DOES TWO JOBS ’ 


When one equals two, you are sure of volume sales, , “UL 
4 : "A 
volume profits. Here are your sales points for als 


Royalastic Tape: 


* It does the work of both rubber and friction tape. 
* Complete mechanical and electrical protection. 


°G ensile strength tigh resistance to abra- , j 
Good te nsile stre ngth and igh resist _ te uf , thin splice. Approved by { nde rwriters Labora- 
sion and to water, oils, acids, alkalies and cor- ft. 

tories, Inc. 


rosive chemicals. Order this tape from any of our strategically located 


* Good stretch and easy to handle. Makes a neat, branch offices. 


Mechanical Goods Division 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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LETTERS TO THE EDITORS 








. - - “Tremendous Effort’ 
Dear Sirs: 

I studied “Succeeding in the 
60's” (EW—April ’60, p. 83) from 
start to finish and quickly realized 
the tremendous effort you and your 
staff must have expended to produce 
such a comprehensive report. 

It is the type of reading matter that 
anyone in the management of our type 
of company must read and reread at 
periodic intervals to obtain the full 
benefit. 

There is no question that the next 
decade will be a challenging one for 
all business men, especially those re- 
sponsible for operating small enter- 
prises. The handwriting is on the wall. 

The trend of constantly increasing 
unit operating costs will continue up- 
ward. Every ingenious tool available 
to the manager to hold down the total 
operating costs in face of these con- 
stantly increasing increments must be 
understood and utilized. 

On the gross profit dollar side of 
the ledger, the pressure is continually 
downward. This requires increasing 
sales volume even when market con- 


ditions are not favorable. How to 
direct promotional and sales efforts 
toward the most profitable markets 


with the most profitable products is a 
real problem. 

Unless electrical distributors recog- 
nize the squeeze they are in and will 
continue to be in, the real question 
lies in the fact that there are many 
people operating businesses in our in- 
dustry with a “seat of the pants” phil- 
osophy instead of a scientific and 
professional approach. They are un- 
aware of their true costs and continue 
to flounder from year to year without 
realizing a fair return on their invest- 
ments. 

Looking over some financial re- 
ports, it is hard to understand how 
they stay in business. If it were not 
for the financing supplied by their 
manufacturing they would 
certainly not be able to weather the 
business storm. It probably is a matter 
of continued education. The trouble 
is that those companies who most re- 
quire education are least interested in 
getting it. 

I want to repeat that the job you 
fellows have done in the preparation 
of this article should receive the praise 
of all electrical distributors 

There is enough meat in those pages 
to help anyone come out on top. 

H. G. BLUMBERG 


sources, 


VICE PRESIDENT 
CADILLAC ELECTRIC SUPPLY CO 
DETROIT, MICH. 


Dear Sirs: 

I thought your April issue was most 
provocative and extremely well done. 
You stuck your neck out but in my 
judgment did an excellent job of 
pulling it back in. 

THOMAS B. 
VICE PRESIDENT 
ELEC. SUPPLY CO. 
IOWA 


SCHMID 
EXECUTIVI 
CRESCENT 
DUBUQUE, 


Dear Sirs: 
Please send us 100 copies of 
“Succeeding in the 60’s” which 
appeared in the April issue and bill 
us accordingly 
FRANK T, WENDEL 
ADVERTISING ASSISTANT 
THE THOMAS & BETTS CO. 
ELIZABETH, N.J. 


Dear Sirs: 

Please send us 20 copies of 
your “Succeeding in the 60's” re- 
print 

J. A. PESCHECK 
ADVERTISING SUPERVISOR 
W. H. BRADY CO. 
MILWAUKEE, WISCONSIN 


Dear Sirs: 

“Succeeding in the 60's” is one of 
the most painstaking and well-written 
stories about our industry yet to be 
published anywhere. 

Anyone who reads it and doesn’t 
become . . . a better businessman for 
it must have a serious deficiency in 
common sense. 

Here are a few thoughts I 
while re-reading the article: 

e Over-Supply — Marginal manu- 
facturers not supported by distribu- 
tors will tend to sell direct, thereby 
creating more competition for whole- 
salers. It will become necesary for 
quality manufacturers to offset this 
danger by aggressive merchandising 
and missionary work. 

e Agents—The manufacturers who 
maintain warehouses invariably do not 
have selective distributors—a further 
argument for distributors to be selec- 
tive in their choice of lines. 

e Change—We have always spe- 
cialized in service. In addition to get- 
ting top lines, not promiscuously dis- 
tributed, we promote our function of 
being a professional wholesaler in- 
stead of a broker with desk space. We 
do not fight low prices with lower 
prices as this is just a one-way street 
to bankruptcy 

e Brokering—A full-stocking dis- 
tributor should not support a manu- 


had 





facturer who sells to “wholesalers” 
whose stock consists of (a.) a desk, 
(b.) a telephone, (c.) a pencil. 

e Promotion—We plan to expand 
our advertising in the future mostly 
on electric heating. But, basically, the 
best advertisement is the way we 
handled our last order. 

e Price Cutting—We engage in a 
subtle campaign of discouraging re- 
quests for big job quotations. The 
cost of preparing a 50-item bid cover- 
ing 15 different lines not carried by 
our firm is prohibitive. We prefer to 
apply our limited time to profitable 
“what do you need in a hurry” orders. 
If we have to quote on material we 
do not distribute, there are two 
courses open: 1. Try to get approved 
equals to specified equipment. This 
is tremendously time-consuming. 2. 
Quote on items as stated with higher 
markups to cover non-distribution 
costs. This loses us the order anyway, 
but both courses are unprofitable. 

e Tighter Credit—We have been 
and will be much more alert to past 
due accounts. On the 25th of any 
month, we start calling late payers. 
It has paid off in earlier collections 
and continuing business with custom- 
ers who simply need some pleasant 
kind of discipline. 

e Warehousing—Re: the own or 
rent controversy—we prefer to own 
because of the equity build-up. More- 
so, when land values are rising. 

ALBERT BARON 
SOUTH BAY ELEC. SUPPLY 
PATCHOGUE, L. I. 

Reprints of this article are avail- 

able. Price: 1 to 49 copies, 35¢ each; 


50 or more copies, 30¢ each. Just 
write: Reprint Department, ELEC- 
TRICAL WHOLESALING, 330 W. 
42 St., New York 36, N. Y. 


Still Coming In 
Dear Sirs: 

We would like to have a copy of 
the article entitled “Selective Distri- 
bution” which appeared in the No- 
vember, 1959 ELECTRICAI 
WHOLESALING 


issue of 
N. G. SNOOK 

CUTLER-HAMMER INC. 

WASHINGTON, D.C. 


Dear Sirs: 

Please send us “Selective Dis- 
tribution Enclosed, our check 
for $0.35 

Fa. 
MANUFACTURER'S RESEARCH CO. 
DALLAS, TEX 


BAKER 


ELECTRICAL WHOLESALING—July, 1960 


THIS 


ad is appearing now in 

the leading electrician and 
contractor trade magazines. 
It announces a new Amprobe 
Jr. Promotion that's de- 
signed to help you move mer- 
chandise--at a profit! Your 


Pyramid Representative has 


all the details. 


477 


Marty Schwartz 
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“TRADE IN YOUR OLD VOLTAGE TESTER! 










voltage 
and amperage 
in a snap! 






Mf 
tj 


S A voltage “indication” doesn’t give you 
= ¢ > >, 
S all the information you need to do a job 





right. You want a precise voltage read- 
ing, measured on a calibrated scale... 
and you get it with the AMPROBE JR. But 
sometimes voltage is only half the 
story. Most jobs require an accurate 
current reading too. The pocket-size 
AMPROBE JR. provides it — in a snap— 
without interrupting service! Why 
settle for anything less? 


‘SPECIAL 
OFFER 


Trade up to an AMPROBE JR. now. For a 
limited time only, we'll give you a 
sturdy leather case plus the AMPROBE 
ENERGIZER (to multiply the JR.’s sensi- 
tivity ten times)—an $8 value—for only 
$1 and your obsolete voltage tester! 
The leads come with the JR. Snap up 
this offer today—at your distributor. 


Amprobe Jr. 


volt amp tecte 
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PYRAMID INSTRUMENT CORPORATION, LYNBROOK, NEW YORK 
Serving the Electrical Testing Needs of Industry 








TIMES and TRENDS 





Much Said, Little Done 


Manufacturer-distributor relationships are a subject that literally has been 
gabbled into the ground. So much is said and so little done that it rivals Mark 
Twain’s remark about the weather in this respect. 

A real trouble is that much of what is said is strictly negative. It has been what’s 
wrong, period—rather than what’s right, or what’s wrong and what can be done 
about it. This focusing on the foul-ups has led many distributors and manufacturers 
into blind alleys of misunderstanding. 

Just as important, most distributors, thus far, have failed to chart a construc- 
tive course of action based on a cool, calculated appraisal of all the positive and 
negative factors present in their own markets. If all distributors were to size up 
their suppliers in the manner of Gilson Supply (page 50), there would be fewer 
problems for the industry to hash, re-hash and re-re-hash. 

We recommend—without any reservation—that distributors pin down their 
suppliers on the specifics of their policies, and then work only with those whose 
policies and practices are clearly in the distributor’s best interests. 

Anything else is folly. 


Mighty Acorn 


Seventy-five years azo—six years after Thomas A. Edison produced the first 
commercially practical incandescent lamp—The Roland T. Oakes Co. was formed 
in Holyoke, Mass. On May 18, this company and its outgrowth, Oakes Electrical 
Supply Co., celebrated their diamond anniversary. But it was hardly the kind of 
a birthday narty that might be exnected of a near-octosenarian. A whirl of activities 
on that day—an open house, a product disnlay, a buffet supper, a show for the 
ladies and a smoker for the men, and a speech by a business authority—added up 
to a bia public relations-nlus for the Oakes oreanization (page 46). 

There are few electrical firms that can boast of such a span of years. And 
without beins cuilty of a Freudian thouvht, we wonder if the cornorate symbol— 
an acorn rather than a mighty oak—has something to do with this longevity. 
What’s more, it suggests that there is much more growth yet to come. 











Justice or Injustice? 


There are now to be two more chavters in the continuing Philadelohia Story— 
motor control and low voltage distribution equipment. On June 22, a federal grand 
jury there indicted six manufacturing firms in each product group and several 
officials of violating anti-trust laws (Page 10). This brought to 22 the number of 
companies named as defendants in the government’s sweeping investigation of 
the electrical industry—an investigation said to be “still in progress.” 

These develonments represent important news, and we are covering them as a 
matter of editorial responsibility. But we don’t relish our role as reporter. Guilty 
or innocent, there is a black eye for each individual and company named. If the 
indictments and resulting publicity are justified by the verdicts in the trials, sched- 
uled to begin in September, then penalties will be exacted and presumably the 
public interest will be served. But if there are acquittals, then the innocent will have 
been done a disservice because their names and companies were linked with a 
criminal conspiracy in the public eye. And exoneration rarely gets as much atten- 
tion as does incrimination. 

We hope the Justice Devartment is able to live up to its name. But we wonder. 
And for good reason. Earlier this year, an indictment obtained by the Justice De- 
partment against 29 major oil companies turned out to be so weak that it didn’t 
hold up for a full trial in a U.S. Federal Court. The judge declared that the evidence 
introduced “doesn’t rise above the level of suspicion.” 

It’s apparent from several guilty pleas that the Justice Department has struck 
oil in the electrical industry—but just how much remains to be seen. 


neha 


Editor 
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DUAL-GRIP 
ENTRANCE HEADS* 


LOOK FOR THE PATENT NUMBER— 
YOUR PROTECTION AGAINST COPIES! 
*U. S. PAT. NO. 2,739,999 


*‘Dual-Grips’’ save your customers time and money. 


When “Dual-Grips"’ are used on EMT, 
your customers know they're “‘on to stay” 
—with no special fittings. 


With rigid conduit, the electrician just slips 
the head on and tightens the screws. 
No valuable time wasted cutting threads. 


Lightweight aluminum alloy — moistureproof — 
rustproof, Eight sizes: '/.” thru 3”. 





NEW COMBINATION ENTRANCE HEADS 
... head and reducer in one compact, 
easily installed unit! No mast threading. 

For 2” or 22” rigid conduit or pipe. 





MR. WHOLESALER: 


telephone GArfield 1-6336 
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TOP OF THE NEWS... and its significance to you 





Manufacturers Receive 
15th and 16th Indictments 


Credit Ease 


Gas and Electrics 
Vie in Appliance War 


Price Increases 


GNP Tops $500 Billion 
Annual Rate 


Georgia Is 
Electric Heat Leader 


EEl Names New Head; 
Calls Government Threat 





A Philadelphia federal grand jury has handed down the 15th and 
16th indictments charging electrical equipment manufacturers with 
a criminal price fixing conspiracy in violation of antitrust laws. The 
15th indictment concerned electric motor control equipment and other 
electrical gear. Companies indicted were General Electric Co., West- 
inghouse Electric Corp., Allen-Bradley, Clark Controller Co., Cutler- 
Hammer, Inc., and Square D Co. Individuals named were: J. M. Cook, 
vice president-marketing, Cutler-Hammer; T. C. Finnell, sales man- 
ager, systems control department, motor and control division of 
Westinghouse Electric; E. R. Jung, vice president-marketing, Clark 
Controller; F. F. Loock, president, general manager and sales man- 
ager, Allen-Bradley, and W. F. Oswalt, general manager, general 
purpose control department, switchgear and control division, General 
Electric. Named as co-conspirators, but not defendants, were: Allis- 
Chalmers Mfg. Co., Arrow-Hart & Hegeman Electric Co. of Hartford, 
Conn., and Ward Leonard Electric Co., Mt. Vernon, N.Y. 

The latest indictment, the 16th, covered “low voltage distribution 
equipment.” Indicted were: General Electric Co., Westinghouse Elec- 
tric Corp., I-T-E Circuit Breaker Co., Square D Co., Cutler-Hammer, 
Inc., and Federal Pacific Electric Co., Named as co-conspirators, but 
not defendants, were General Switch Co. division of Norbute Corp., 
Murray Mfg. Co., Wadsworth Electric Mfg. Co., Inc., and Zinsco 
Electric Products, Inc. (For editorial comment, see page &). 


The Federal Reserve has acted to ease credit. The Reserve decided 
to approve a reduction in the discount rate charged member com- 
mercial banks. The move is expected to put a boost in business 
acitivity. 


Gas and electric appliance manufacturers are presently slugging it 
out for a larger share of the appliance market. New products, easier 
consumer financing and high-powered merchandising schemes are 
promotion factors being used. (See page 92 for details.) 


Price increases of approximately 10 in certain of its indoor distri- 
bution equipment items has been reported by I-T-E Circuit Breaker 
Co. The price rise is attributed to increases in labor and material 


prices. 


The nation’s total production of goods and services in this year’s 
first quarter reached a seasonally adjusted rate of $500.2 billion, 
a new high, the U.S. Dept. of Commerce reports. The gross national 
product last year was about $480 billion 


[he state of Georgia leads the nation in the number of electrically 
heated commercial buildings, the Georgia Power Co. reports. Accord- 
ing to the southern utility, there are 1,400 commercial buildings 
electrically heated. 


Connecticut Light & Power president, Sherman R. Knapp, has 
been elected president of the Edison Electric Institute. Knapp, in 
assuming his post, charged that “the greatest threat to our industry 
continues to be subsidized competition from governmental power 
undertakings.” He succeeds Allen S. King, president, Northern 
States Power Co., Minneapolis, Minn. (See page 84 for details.) 
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OVAL CORDS 


“HANDI-PAKS” 


ROYAL ELECTRIC CORPORATION 
PAWTUCKET, RHODE ISLAND 
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Practical packaging by Royal means business and 
profits for you. With Royal’s unique “Handi-Pak” 
cartons you get individually packaged 250 spools of top 


quality cord. You get big clear labels that tell at a glance 
what’s inside. You get color coding too, that saves 
valuable stacking and selling time. Neat, even, compact 
“Handi-Paks” are faster, easier to handle in the stock room 
and on the shelf keep cords and spools clean, and 
ready to sell. They have advantages for your customers, too! 


TWO 250’ “HANDI-PAKS” PER MASTER CARTON 


Type S 18 2,18 3,162 Type SJ 18 4,163, 16 4,142,143 
Type SO 18 2,183,162 Type SJ 18 4,163, 16 4,142,143 


FOUR 250’ “HANDI-PAKS” PER MASTER CARTON 
Type SJ 18/2, 18/3, 16 2 Type SJO 18 2, 18 3,1 


Call your Royal Representative and make your next order 
ROYAL PORTABLE CORDS IN ‘‘HANDI-PAKS” 
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NEW PRODUCTS 





Exhaust Fan 


Available in 8-in and !0-in models 
for wall or ceiling 


Jet-Power fan line introduced. Units 
available in 8- and 10-in wall fans and 
10-in ceiling fans. Units have auto- 
matic flutter-proof shutter and new 
blade design. Repitched blades and air 
straighteners contribute to greatly in- 
creased air delivery. e NuTone, Inc., 
Cincinnati, Ohio. 


Ground Device 


Suitable for power tools and heavy 
appliances 


New line ot 
“U” ground devices has been intro- 
duced to meet new Code requirements. 
Line includes duplex receptacles in 
brown and ivory, duplex receptacles 
on 4-in covers in brown, and armored 
caps. All receptacles are of bakelite 
body, double spring bronze contacts, 
break-off score on terminal links for 
2-circuit installations, large cut slot 
No. 8-32 binding screws and 7%-in 
box screws. e Circle F Mfg. Co., 
Trenton, N.J. 


20-amp, 125-v, 3-wire 


Ry. 


Lee 
« aon 


Wire Puller 
Unit is portable and hand operated 


Called “Porta-Puller”’, unit is 40-in 
overall and weighs 26-lbs. Gives me- 
chanical advantage sufficient to pull 
200-ft run through exposed or con- 
cealed conduit up to 2-ins in diameter. 
Device can also be used as portable 
winch to hoist motors, fixtures, panels, 
and conduit. e Fairfield Industries, 
Caldwell, N.J. 
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Reflectors 


Aluminum type 
medium mounting 


for and 


high 


Alzak aluminum reflectors available 
in 16-in and 18-in diameters. Conform 
to RLM standard 40 and are avail- 
able with socket type or Easy-Tach 
construction for pendant or box type 
mounting. Feature interchangeable 
hoods that are varied in length for 
positioning light source correctly in 
each size reflector. e Quadrangle Mfg. 
Co., Chicago 7, Til. 


Cutout 


Open link cutout has valve type 
lightning arrester 


7.8-kv open link cutout available with 
valve type lightning arrester to provide 
low-cost, cutout-arrester combination 
for use on rural distribution lines, ac- 
cording to manufacturer. Units can be 
installed faster and more economically 
than individual units and take up less 
space on crossarm. e A. B. Chance 
Co., Centralia, Mo. 


Starters 
Units have NEMA 12 dust-tight 
enclosures 


Switch-type line of combination 
starters have new disconnect-switch 
and door-closing mechanisms to pro- 
vide safety for maintenance and 
operating personnel, maker says. 
Disconnect operating handle is perma- 
nently attached to switch, eliminating 
hazard of false indication of switch 
position when door is open. Handle is 
always in control of switch, regard- 
less of whether door is open or closed, 
and door cannot be opened with 
switch “on” unless a by-pass is oper- 
ated. Switch cannot be operated unless 
door is completely latched and sealed. 
e Square D Co., Milwaukee, Wis. 


Quartzline Lamp 


Unit has 500-w, 120-v tubular in- 
candescent lamp 


New Intenso “Quartzline 500” quartz- 
line lamp lighting unit, model G-6000 
said to produce 19% greater light 
with twice the lamp life of ordinary 
500-w lamp. Unit also maintains 21 
lumens per watt throughout 2,000-hr 
lamp-life rating, maker says. Primarily 
a floodlight, although size differential 
and sharp cut off in rectangular beam 
spread make it suitable for additional 
outdoor and indoor applications. e 
Appleton Electric Co., Chicago, Ill. 


Louver-Diffuser 


One piece unit has spear-like tips 
on longitudinal vanes 


Features %-in open cubicle construc- 
tion that lets dust and dirt fall through 
for reduced maintenance. Available 
in two nominal panel sizes—1l1l-in x 
48-in or 16-in x 48-in. Injection- 
molded of ultraviolet resistant poly- 
styrene plastic to assure long-life color 
properties. e Edwin F. Guth Co., St. 
Louis, Mo. 


Christmas Bulbs 


Round in shape, resemble tree 
ornaments when unlighted 


Called “Gayety” bulbs, the globe- 
shaped lamps are made with C72 
base for use indoors and out. Avail- 
able in red, blue, amber, green, and 
fuchsia. Bulbs are said to be made of 
new transparent material, which cre- 
ates an unusual sparkling effect, when 
lighted. e Lamp Division, Westing- 
house Electric Corp., Bloomfield, N.J. 
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It's a Breeze 
>} Just a Double Squeeze 


Sets Up E.M. T. 
With Original b-M Indenter Fittings 





4 BM-51 
Y." Offset 
ik Connector 
Ia) 4" Offset 
t ||) Ws Connector 
mn il 


aad Y," Connector Vo Mtn: 
BM-22B8 BM-42 

mt %" Connector %," Coupling 
BM-23B8 BM -43 

1” Connector 1” Coupling 





B-M Indenter Fittings and Tools make an unbeatable combination when it comes to easier E.M.T. 
installation at less cost. New lightweight plier size indenters make setting up thin wall conduit a breeze. 
B-M fittings are neater too! No unsightly nuts or projecting set screws. Other plus features of B-M 
fittings are Concrete tight—Vibration resistant—Extra heavy bright zinc plate, salt spray and acid 
drip tested for corrosion resistance—Extra heavy positive bonding locknuts—Smooth rounded edges 
or bushed throat type connectors that prevent insulation damage—All steel construction with extra 


heavy gauge wall thickness. 


— — 
() CF Ts thes Briegel All Steel 


Indenter Fittings 

























B-M Offset Connector , showing how ore UL. approved 


wires are guided over box edge. as Concrete-Tight. 
























GALVA, ILLINOIS 


| | METHOD TOOL co. 


USED THE MOST FROM COAST TO COAST 
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NEW PRODUCTS 





_ 





Fixture Tester 


For use with HO, VHO and Power 
Groove Units 


Type H tester is said to indicate: 
when bulb lights up (with current on), 
ballast and wiring are in working 
order, properly wired and filament cir- 
cuit is wired correctly. When tester 
bulb does not light up (with current 
on) it indicates: no electricity, ballast 
may be burned out, filament circuit to 
ballast may be broken, or improperly 
wired. Unit plugs into socket. e Supro 
Lux Mfg. Co., Inc., New York 51, 
N.Y. 


Fittings 


Four new types developed for use 
with raceways 


Fittings, designated series 57200, con- 
sist of single pole switch and box, 
utility box, duplex receptacle and box, 
and duplex grounding receptacle and 
box. Designed for use with manufac- 
turer’s series 200, 500 and 700 surface 
metal raceways. In each case, cover 
has twistouts on each end and each 
side for all three series of raceways. 
Length, 41% -in; width, 2-in; and depth, 
1%%-in. Switch rated 10-amps, 125-v 
or 5-amps, 250-v. Both duplex recep- 
tacle fittings rated 15-amps, 125-v. e 
The Wiremold Co., Hartford, Conn. 


Ductless Hood 


Unit has concept of electronic 
operation 


Electronic hood operates on principle 
of electrostatic ionization, maker says. 
Smoky, grease-laden air is drawn into 
hood by blower action. Individual 
microscopic particles of smoke and 
fumes pick up an electrical charge. 
They are then fed to  electrically- 
charged collector plate, to which they 
are attracted and adhere, due to op- 
posite electrical charges. After particle 
removal, pure air is blown back into 
kitchen. Available in 30-in, 36-in, 
and 42-in models, antique copper, 
enamel, or stainless steel. Operates on 
110-v. Unit has no filters. e Progress 
Mfg. Co., Inc., Philadelphia, Pa. 
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Enclosures 


Units are used for underground 
distribution systems 


Called Transclosures, units have larger 
capacities and more efficient venting 
than previous units, according to man- 
ufacturer. Used for underground dis- 
tribution systems that serve resi- 
dential, industrial, or commercial 
areas; supply highway lighting circuits; 
or require automatic switching equip- 
ments. Three sizes of units can be as- 
sembled from modular components to 
accommodate overhead-type, single 
phase, distribution transformers rated 
3- through 100-kva. Other units ac- 
commodate overhead-type distribution 
transformers rated 333-kva. Can also 
be ganged for two- or three-phase ap- 
plications. Maximum voltage rating of 
equipment to be housed is 15-kv. e 
Line Material Industries, McGraw- 
Edison Co., Milwaukee, Wis. 





Lamp Receptacle 


New receptacle is completely made 


of rubber 


Socket floats in rubber connected to 
mounting base by rubber diaphragm 
for maximum vibration and shock ab- 
sorption. Mounting base is reinforced 
with molded-in metal ring for perma- 
nent installations. Unit is weatherproof 
with soft rubber lip that seals out 
moisture and grips lamp securely 
Rubber safety web seals used and un- 
used mounting holes against moisture. 
Unit is back-wired with heavy duty 
twin screw terminals. Socket has 
molded shade groove that can also be 
used to hold lamp guard. e Daniel 
Woodhead Co., Chicago, Il. 


Wiring Protector 


Clamp device is designed for use 
in mobilehomes 


Called Protecto-Clamp, it is said to 
eliminate the need for drilling through 
the studs of coach frame and instal- 
lation of bushings. Clamps hold metal 
sheathed cables securely in place while 
at same time protecting them from 
vossible injury during installation of 
exterior walls of mobilehomes. e Hub 
Industries, Inc., Chicago, II. 











Ceiling Louver 


New plastic panel suitable for 
luminous ceilings 
Called “Cylindricell,” the 2-ft x 2-ft 
panels of 1-in circles are joined and 
suspended without T-bars or other 
visible means, giving even brightness 
and non-modular effect to floating and 
free-form ceilings, maker says. Low 
brightness achieved by means of con- 
trol rings, which cast slight shadow on 
lower, or exposed side, of panels. One- 
inch circles permit instaiiation be- 
neath sprinkler systems and do not im- 
pede air circulation. e United Lighting 
& Ceiling Co., Oakland, Calif. 


Plug-in Breakers 


For use as main, branch or subfeed 
disconnects 


New 70- and 100-amp, 2-pole circuit 
breakers plug into standard load cen- 
ters. Suitable for use in load centers 
rated 125-amps and above, new break- 
ers rated 120/240-v ac and may be in- 
stalled either as main service discon- 
nect or in 200-amp panels as branch 
circuit disconnect. e Circuit Protective 
Devices Dept., General Electric Co., 
Plainville, Conn. 


Motor Starters 


Weather-resistant for indoor and 
outdoor use 


Designated model 60, series ECS Py- 
lets. Features include cast aluminum 
threaded enclosures with stainless steel 
exterior hardware for positive weather 
protection and corrosion resistance as 
well as ease of handling and low main- 
tenance cost. Enclosure consists of 
central body externally threaded at top 
to accept internally threaded over- 
lapping dome which provides natural 
shedding of water or process drippings. 
Body is oppositely threaded. Other 
features include adjustable starter and 
breaker mounting frames and extra 
rugged operating mechanisms. e The 
Pyle-National Co., Chicago 51, Til. 
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SOLI BR " WEATHERPROOF 
a D BRA WIRING DEVICES 
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and heavy use. 
Want more proof . . . just look at this list of exclusive Solid Brass advantages 





Bell Solid Brass _) Bell Solid Brass 


will withstand sudden shock and im- is impervious to salt air, smoke, 
pact, will not crack or shatter industrial gases, fumes and steam 
Bell Solid Brass ) Bell Solid Brass 
will not flake; peel, pit or corrode ~ is unaffected by lime or acids found 
in brick, mortar, lime and cinder 
block 


Bell Solid Brass wears better, lasts much longer 
in any climate . . . even in coastal areas 


SOLED. 7 Salta 


PLATE COVER 
snaps Ope" | aoe snaps shu! 


BAKED 


.040 ; 
SOLID BRASS = , ALUMINUM FINISH 


COREY 


BELL —, | a 


fully illustrated 
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to buy 





-.-@asier 
to sell 
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LS BELL ELECTRIC COMPANY 5735 $. CLAREMONT AVENUE, CHICAGO 36, ILLINOIS 


America’s Largest Line of Weatherproof Devices and Covers 
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PRODUCTS 





Enclosure 


Unit is suitable for noninterchange- 
able breakers 


New 200-amp fusible main has provi- 
sions for 24, 32 or 40 circuits. De- 
signed to control electric heat and 
other appliances. For 3-wire service, 
solid neutral, 120/240-v ac. Cabinet 
available in either surface or flush 
mounting with deadfront construc- 
tion also for indoor and raintight in- 
stallations. e Wadsworth Electric Mfg. 
Co., Inc., Covington, Ky. 


Conduit 


New line of aluminum electrical 
conduit introduced 


Line of aluminum electrical conduit 
suited to installations requiring light- 
weight, corrosion-resistance and easy 
bending, maker says. Available in all 
sizes, ranging from '2-in through 6-in 
in diameter. Each length measures 
10-ft when coupling is attached. Color- 
coded thread protectors are used for 
ease of handling and size selection. 
e National Electric Div., H. K. Porter 
Co., Inc., Pittsburgh, Pa. 


Connectors 


New line of electrical fittings and 
accessories offered 


Line includes connectors for both cop- 
per and aluminum wires. Types of- 
fered include: split bolt, vise grip, 
service entrance, various clamps, par- 
allel connectors, aluminum compres- 
sion sleeves, solderless terminal lugs, 
ground camps and straps. e Western 
Insulated Wire Co., Los Angeles, Calif. 
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Switchgear 


New design of 4160-v circuit break- 
ers and switchgear introduced 


New 4160-v equipment, incorporating 
new design from ground up, has 
closed-door drawout and indication of 
breaker position in compartment, 
stored-energy closing, ironless blow- 
out, faster closing of contacts and 
faster interruptions of faults, smaller 
size and floor area, low center of 
gravity, and increased accessibility 
from compartment front for installa- 
tion ease and maintenance and ser- 
vice. Types include conventional in- 
door arrangement, and two outdoor 
types, standard enclosed and full walk- 
in. e I-T-E Circuit Breaker Co., Phila- 
delphia, Pa. 


Junction Box Mount 


New epoxy adhesive designed for 
fast installation of boxes 
Adhesive gives quick installation of 
junction boxes on tile masonry walls 
or ceilings. Called Permacel junction 
box mount, it is packed in divided 
package, one side holds epoxy resin 
and other side hardener. Package 
holds about 8 ounces of material. 
Epoxy resin, after it has been mixed, 
remains usable for about 30 minutes, 
according to manufacturer. e Perma- 
cel Div., Johnson & Johnson, New 
Brunswick, N.J. 


Hospital Lights 


Fifteen wall and bedboard models 
are available 


Units have spring-tension sockets and 
swivels which provide fingertip ad- 
justment and, according to manufac- 
turer, will not drop down. New hinged 
plate provides quick access to switch. 
All wall models are supplied with 
mounting plate. e Swivelier Co., New 
York, N.Y. 


Conduit Lubricant 


Eases installing and seals joints, 
maker says 


“Penetrox,” aluminum conduit lubri- 
cant that makes conduit easier to in- 
stall and protects joints is now avail- 
able. Light application lubricates con- 
duit for quick, smooth tightening, 
eliminating need for force that might 
damage threads or make too tight a 
joint, according to manufacturer. Lu- 
bricant also protects conduit by mois- 
ture-sealing joints against dampness. 
Packaged in 8-0z squeeze bottles. e 
Burndy Corp., Norwalk, Conn. 


Voltage Regulator 


New line of static-magnetic volt- 
age regulators 


Designed for three-phase circuits from 
50-kva to 2,000-kva is available. Line 
is capable of serving large machines, 
or entire bays or departments of com- 
mercial or industrial plants, maker 
says. Units, according to manufacturer, 
deliver output voltage controlled with- 
in +1% under line voltage variations 
as great as +10%. Response time is 
1.5 cycles or less. Unit is said to be 
self-contained, transformer-type device 
having no moving parts or complicated 
feed-back systems. e Sola Electric Co., 
Chicago, Ill. 





Wall Heater 


Electric unit hangs on 
picture 


wall like a 


Lightweight automatic electric heater 
hangs on wall like picture. In back 
there are 3 keyhole slots for mounting, 
and knockouts for electric wiring in 
back and bottom. Suitable for hard-to- 
heat areas or exposed areas. Solid 
aluminum reflector and enclosed heat- 
ing element. Built-in thermostat. Baked 
enamel finish. 120-v. Two sizes: 
750-w and 1000-w, 2'2-in deep, 14%2- 
in high. e Cavalier Corp., Chatta- 
nooga, Tenn. 
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LATROBE 
ADJUSTABLE 
CAST IRON BOX 


W ONE POUR 
OPERATION 
This No. 130 cast iron, adjustable floor box 
comes with 3!/2” or 4/4” brass cover plate 
and 2” abandon plug for power or |/2”, 
¥,” or 1” for telephone service. All ad- 
justable boxes are equipped with ground 
wire. 


A 2 part tin lid is provided in order to 
pour concrete to very top in one operation. 
After concrete is hardened, the top part of 
the 2 part tin lid can be removed along 
with top adjusting section providing all the 
room you need for wiring. 


Listed under re-axamination services 
of Underwriters Laboratories, Inc 


LATROBE 
PIPE OR CONDUIT HANGERS 


For hanging '/2” thru I'/,” 
ipe or conduit to steel 
eams up thru %” thick— 
parallel or at any angle—no 
drilling necessary. Ideal for 
confined areas 


LATROBE PRODUCTS 


NON-ADJUSTABLE FLOOR BOXES 
ADJUSTABLE FLOOR BOXES 
GANG BOXES—COVER PLATES 
JUNCTION BOXES—NOZZLES 
PIPE OR CONDUIT HANGARS 
INSULATION SUPPORTS 
CABLE SUPPORTS—FISH WIRE 
STAPLE AND CABLE CLIPS 


Sales Representatives in all principal Cities 


SOLD ONLY THROUGH 
WHOLESALERS 


Fullman 
MANUFACTURING 
COMPANY 


1209-1215 JEFFERSON ST. 
LATROBE, PENNSYLVANIA 


CAPITOL CIRCUIT 











@ Electrical equipment producers can look for a more stable market 
for their products during the rest of 1960. 

This is the prospect as business plans to level off purchases of 
capital equipment for the rest of the year. The government’s latest 
quarterly report shows business generally cutting back slightly on 
capital spending. ; 

The result is to produce an end to the rise in capital spending 
plans begun last year. The report shows businesses still programming 
$36.8 billion in capital outlays this year, but the amount has been 
trimmed back slightly from the $37 billion businessmen were pre- 
dicting to be spent only three months ago. This is an indication 
that business is not quite confident now about the chances of a 
strongly rising economy for the rest of the year. 

The biggest cutback in earlier spending plans enters in manu- 
facturing industries. Iron, steel and other metal producers, machinery 
manufacturers, and auto and other transportation companies all have 
trimmed their plans in the last three months. 

Electrical machinery manufacturers have reduced their planned 
outlays by some $90 million, or 12 per cent, since the previous 
government survey made in March. 


e@ The third and fourth rounds of the mammoth antitrust indict- 
ment of the heavy electrical equipment industry add new items to 
the growing list of products which the government charges have 
been price-fixed by industry conspiracy. 

The new actions mean that 18 companies and 35 company offi- 
cials have now been involved in antitrust charges since the indict- 
ments began in March. Further indictments on other heavy elec- 
trical products—notably turbines—are expected, adding to the in- 
dustry’s antitrust troubles. 

In the third round, a grand jury in Philadelphia indicted eight 
manufacturers and six company officials on charges of rigging bids 
and prices on power switching equipment, navy and marine switch- 
gear, and isolated phase buses. Separate civil suits were also filed 
against the companies. 

Later, another grand jury indicted seven manufacturers and eleven 
company officials on similar charges in the sale of power trans- 
formers, distribution transformers, instrument transformers, and net- 
work transformers. Companion civil suits were filed against these 
companies, too. 


e@ The political conventions and the following months of campaign- 
ing fans anew the old fight of public vs. private power. 

In advance, it’s impossible to know precisely what either will say 
—but the Republican platform generally will take the line that 
energy development must be a partnership job, with federal and 
local governments working with private enterprise. 

Democrats will put heavy emphasis en federal comprehensive 
development of each major river basin and, in likelihood, will advo- 
cate establishment of regional power pools and a big-scale federal 
atomic program. Both will be strong for the rural electrification 
program. But speculation is that the Democrats will be more liberal, 
taking potshots at the attempt of the Eisenhower Administration 
to raise the interest rate that co-ops pay on loans from REA. 
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is appearing in leading electrical publications to 
help distributors sell more Blackburn products. 








LONG-LASTING PROTECTION 
FOR YOUR OVERHEAD SYSTEM 


with 


Type GTC 1 Type GTC 2 Copper Bonded Type GUV 
One plate tower Two plate tower Pigtail U-bolt ground clamp 
ground clamp ground clamp porallel or 90 


Steel Driving Stud 
for Sectional 
Ground Rods 
Blackburn grounding devices will save 

you thousands of dollars annually in 
preventing burnouts of expensive over- 
head equipment. This complete line 
simplifies your stocking problem—one 
source for all your needs. Like all 

BLACKBURN products they are con- 

structed of high-strength corrosion re- 





















Type GG | 


Ground Rod Clamp 
Socket set screw : 
Type GGH 
Ground Rod Clamp 
Squore head bolt 





Copper Alloy CopperBonded Copper Bonded sistant materials—designed for easy 
Coupling Sectional Regular installation and engineered for long- 
for Sectional Ground Rods Ground Rods . 

Ground Rods lasting, trouble-free grounding. Always 


specify BLACKBURN. 


Available Through Electrical 
Wholesalers Everywhere 





Type 8 T P 100 
Budget Line Ground Pi a ahaa dl ST. LOUIS 14,MO., WYdown 3-9430 
Rod Clamp Pole Bottom Plates 


Sqvere head bolt 74", 10’, 14” dia. 1525 WOODSON RD. 








Model 650A 
Bathroom Ventilator 


Mode! 657C 
Ventilator-Light-Heater 


Model 95 Series 
Power Range Hood 


OFFERS BALANCED 


Fasco’s long experience in dealing with scientific movement of air proved invaluable in 
developing the new electric home heating line . . . enabled Fasco to offer an efficient, 
pre-determined “balance” between proper heating and ventilation. 

Homes equipped with the “‘balanced’’ Fasco system are free from “over” or “‘under” 
ventilating or heating . . . offer highly efficient and truly scientific control of air 
freshness and warmth. 

Add to Fasco’s “‘balance”’ the ease of installation and the progressive styling, and you 
come up with the conclusion that here is heating and ventilating that makes real sense—to 
builders, contractors, and home-buyers alike! So look into the stability and performance of 
Fasco’s “‘one-source”’ system for your installations. 


Sisco... firsl with thet finese il / 





Model RW—1215 
Radiant Wall Heater 


Modei FW—2440 
Forced Air Wall Heater 


a a oo 


Models 2250 thru 2265 
Radiant Cable 
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Model BB— 2408 Baseboard Heat 


HEAT AND VENTILATION 


ATTENTION! CONTRACTORS — 
Fasco’s ‘“‘researched”’ ventilating 
and heating units are trouble-free, 
easy to install 

BUILDERS — Fasco heat and 
ventilation units offer futuristic 
features requested by thousands of 
convenience-minded builders. 

DISTRIBUTORS — Fasco is a 


‘ 
5 
J 
i 
E 
4 
progressively-styled, highly-saleable é 
i 
a 
& 
a 
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ASCO INDUSTRIES, INC. 


North Union at Augusta « Rochester 2, New York 


Please send me additional information on FASCO ventilating and 
electric heat products 


Name__ 


line for modern electric home heat Address_ 
ing and ventilation 


a 





Better Contacts 


Newsletter on wiring devices. One of a series from The Bryant Electric Company 


Bryant is devoting this entire issue of Better Contacts to a re- 
view of those policies and programs which serve to make the 


relationship with our distributors a respected and profitable one. 


1. Selective Distribution-— we believe in quality, not quantity. Any need for new distribution 
is discussed frankly with present distributors. 


2. Absolute Equality — in no case do we play favorites. 
3. Strong Distributor-Oriented Selling Policy—with respect to all products and markets. 


4. Fast Order Service-— through electronic data processing, other modern techniques and stra- 
tegically located warehouses. 


5. Inventory Assistance—Bryant sales engineers work directly with you to help inventory and 
maintain a profitable stock balance. This includes a practical return goods policy. 


6. Quality—72 years of emphasis on superior quality products helps to maintain your reputation 
... and ours. 


7. New Products -— aggressive new product program assures you of a leading product line. 
8. Complete Line-—a wide range of products in all grades and price levels. 


9. Bryant Salesmen -—our own sales engineers work full time for you contacting architects, en- 
gineers and your customers, as well as providing training and promotional assistance. 


10. Advertising & Promotion — we are continuously pre-selling your customers on Bryant 
products through national advertising and unusual promotional programs including direct mail, mer- 
chandising, trade shows, local demonstrations, sales meetings, contests, product literature. 


Be RYANT 


THE BRYANT ELECTRIC COMPANY, BRIDGEPORT 2, CONNECTICUT 
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INSTALLED FAST 
Bui | 10 LAS] "teoconee xx 


better from top to bottom 


a ee eee ee ee ee 


FIVE GOOD REASONS 













why a Blackhawk kit means a faster, better installation 
from cable entrance to meter. May be purchased as a com- 
plete kit or as separate fittings. 

Slip-fitter service entrance head — Just slip it on over conduit 
and tighten two set screws. That’s all — nothing to cut, no 
extra parts to handle. Made of corrosion-resistant ductile alu- 
minum. Available in a full range of sizes. 





2) 


Insulators —- Reinforced, durable, well-rounded porcelain se- 
cured to metal pipe mounting clamp — clamp bolt and nut 
included, hot dipped galvanized. Special V-grip fitting holds 
mounting rigid. Pull-off fitting available uninsulated. 


(3) Flexible Synroflashing — Absolutely leakproof. Made of flexible 
neoprene to absorb mast vibration due to wind and cable sway. 














The mast can’t work loose, damage shingles, or give moisture 
a place to seep in. Won't rot, peel or crack in any weather. 
Shingles fit easily over Synroflashing. Metal clamp seals collar 
io mast for permanent, weathertight fitting. Synroflashing is 
available for 14%, 1%, 2, 2% and 3 inch pine. 





accommodates 144, 142, 2, 242 and 3 inch pipe. It is avail- 
able with 2 inch thru bolts or with lag screws. A truly uni- 
versal pipe mounting bracket. 

Offset reducer — Corrosion-resistant aluminum alloy. Threaded 
io fit 144 and 12-inch meter hubs to a 2-inch or 22-inch pipe 
riser and 2-inch hub to 3-inch pipe riser. 
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The better-made parts in a Blackhawk kit let you do 
a fast and sound job on every service entrance mast 
installation. Saves you time, builds your reputation for 
quality and service. 


Specify B-! when you buy! 


where the new ideas come from 
DUBUQUE, IOWA 
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CUTLER -HAMMER 
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Convertibie! Easily cascied in stock 
with three cover options. 4 Keo 
verte@rini field from “rese ly to~ 
“start and stop-reset’” or “three- 
»positidn “selector s 
‘Optional cost. ~~ 
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A new sales opportunity with the famous three star line 


New! Your customers save space 
and money with Cutler-Hammer's 


Size 00 A-C Magnetic Starter 


Takes up to 20% less space...costs 
your customers 18% less than Size O 
Starters. Now you can give your customers 
two big bonuses in control selection . . . a sav- 
ing in space and money. Both with the new 
Size 00 Starter 

Before, you had to recommend a larger 
starter in applications where it really wasn’t 
needed. But, now you can use the Size 00 for 
about 40% of the applications where the Size 
0 is usually used. 

With the new size and price you get with 
the Size 00 you’re going to sell a lot more 
than jus: Size 0 replacement business. Your 
whole Cutler-Hammer starter line will turn 
over faster. And the easy convertibility of the 
starting options on the Size 00 minimizes 
your stocking problems. 

The new Cutler-Hammer Size 00 Starter 
performs to the same high standards you ex- 


WHAT’S NEW? ASK... 


CUTLER-HAMMER 


Cutler-Hammer iInc., Milwaukee, Wisconsin «+ 
Hammer international, C. A 
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Division: Airborne Instruments Laboratory + 
Associates: Canadian Cutler-Hammer Ltd 


pect and get from all Cutler-Hammer Starters. 
And, you still can offer vertical, dust-free 
contacts, plus a choice of 2-coil or 3-coil over- 
load protection in the same small enclosure. 

Bulletin 9586 Size 00 Starter can be used 
on many general applications. Its maximum 
horsepower ratings: Three phase: 208/220 
volts, 14% hp. 440/550 volts, 2 hp. Single 
phase. 115 volts, 44 hp. 230 volts, 1 hp. It’s 
available open or in NEMA 1 enclosure. 
Send for Pub. LO-40-N247. 


Why you get more trom Cutler- 
Hammer we're planning ahead with new, 
better products to give you the competitive 
edge. We’ve developed new distribution tech- 
niques for better service. We’ve added sales 
engineers to give you more field help. Want to 
know more? Ask your Cutler-Hammer repre- 
sentative to tell you what’s new He'll be 
glad to. 


| oe 





Subsidiary: Cutler 
Cutler-Hammer Mexicana, S. A 




















“ON THE JOB” 
ON MORE JOBS 


THAN ANY OTHER LIGHT! 


Localites have been the preferred localized lighting 
choice of industry for more than 25 years because 
Localites are task-engineered to provide just the right 
light for the particular job. 


Localites are rugged, yet flexible . . . can be positioned 
instantly . . . stay put even under severe vibration. 
They have easy-to-install universal mountings, are cool 


to the touch. Most models U/L approved. 


Localite is your best single source for all the localized 
lights your customers need for machine tools, assembly 
operations, offices, laboratories, schools, hospitals, hobby 


and home use. 
Localites are available in sizes and styles to suit every 
job .. . cost no more than many ordinary lights . . . are 


competitively priced to sell to every market. 


Write for Catalog L-9, Fostoria Corporation, General 
Products Division, Fostoria, Ohio. 


F FOS TORiIA 
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WHEN ORDERING “TYPE RR” CABLE... 


ie. oe 


OF 


at>¢ 








SPECIFY HABIRITE-HABIRPRENE 


The high voltage cable that assures superior quality and service reliability! 


The term “RR” is only a name, not 
an assurance of quality. Instead of 
ordering just “RR” cable, insist on 
Phelps Dodge Habirite-Habirprene— 
developed through years of experience 
in designing and manufacturing this 
type of cable. 

Phelps Dodge Habirite insulation, a 
specially engineered butyl rubber com- 
pound, has a service dependability rec- 
ord unsurpassed by other types of rub- 
ber insulation. Habirite is greatly 
superior to old-fashioned insulation for 
these reasons: 


PHELPS 


DODGE 


e Much greater resistance to heat and 
oxidation which permits a higher 
temperature rating, with consequent 
reduction in conductor size and in 
cost for same current load. 


Much greater resistance to ozone 


usually present around high voltage 


equipment. 


e Better electrical properties that give 

a greater safety factor in operation. 
Phelps Dodge Habirprene sheath, a 
neoprene compound with improved 


CORPORATION 


COPPER PRODUCTS 


mechanical toughness against damage 
from installation hazards, is especially 
made to be extra resistant to corona, 
one of the worst enemies of high volt- 
age cable. This extra resistance pro- 
vides a greater safety factor in opera- 
tion and has contributed to the re- 
markable reputation and service rec- 
ord of Habirite-Habirprene. 

When you specify Habirite-Habir- 
prene, you are assured of high voltage 
cable with the utmost in safety and 


durability. 





SALES OFFICES: Atlanta, Birmingham, Ala., Cambridge, Mass., Charlotte, Chicago, Cincinnati, Cleveland, Dallas, Dayton, Denver, Detroit 
Fort Wayne, Greensboro, N. C., Houston, Indianapolis, Jacksonville, Kansas City, Mo., Los Angeles, Memphis, Milwaukee, Minneapolis, New Orleans 


New York, Philadelphia, Pittsburgh, Portiand. Ore.. Richmond. Rochester. N. Y.. San Francisco. St 
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Three straight lengths of FPE duct create all nine combinations shown — right 
on the job. Federal Pacific low impedance or low impedance plug-in ducts 
bolt together for tees, elbows and offsets in limitless application. And your 
savings are just beginning: no delivery delays...installation costs cut as much 
as 30%... flexibility and expandability multiplied several times over. What's 























you nine 


more, you can relocate in new layout, and again, no need to wait for 
factory fittings. All this because Federal Pacific designs bus duct on the 
modern modular principle, on all low-impedance, plug-in and weather proof 
duct. If you use duct—FPE is the only duct to use. Write for Bulletin 3-125, 


Federal Pacific Electric Company, Department FP-1, Newark 1, New Jersey 
rep € Kk AL rm SS Te oe foe YG COMPAN Y 


i 


growth through creative energy 
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oP at *»  There’s a way of eliminating expen 
sive paper work almost as easy as 
burning it. I discovered this after years of sweating 
out catalogs, salesmen, telegrams and phone calls. As 
you know everyone has a “deal.” But, it finally hit 
me that I wasn’t a bit ahead by scattering purchases 
instead of consolidating them. 

Here’s a simple example. I used to buy wireholders, 
mast kits, Copperweld ground rods, and split bolt 
connectors each from a different supplier. Each pur- 
chase involved handling a separate purchase order, 
separate receiving report, separate invoice, separate 
check. Here are sixteen pieces of paper not includ 
ing duplicates and triplicates. 

When I found Porcelain Products Co. carried not 
only these but 124 other electrical supply items I 
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I’ve quit fiddling around 


tried consolidating purchases, and on the above items 
alone reduced paper handling to four pieces. Think 
how this can add up in time saved alone, to say 
nothing of handling and freight 

Well anyway, I’ve learned my lesson. In addition 
to the above, I buy house brackets, racks, spools, 
clevises, wedge grips and many other items from 
Porcelain Products Co. They’ve been in business 
since 1894 and have the quality and service to prove 
it. Write or call their nearest representative or the 
home office. They’ll be happy to tell you the complete 
story of a long, high quality line. 

You know... Rome wasn’t built, but was burned in 
a day. Nero fiddled while... be that as it may, maybe 
today is the day you should start burning up paper 
work and start realizing some significant savings. 
PORCELAIN PRODUCTS CO. 225 NORTH PATTERSON ST., CAREY, OHIO 
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.and it’s so unnecessary 
since Jefferson announced 


DRUK 








the ballast 
that can't 
drip compound 








Gone forever is the danger of messy compound 





leakage. In the new Jefferson DRI-LOK ballast. 





conventional compound has been replaced by a newly 





developed thermo-setting material. This dry, 







solid-fill material is so physic ally and chemically 


stable it cannot soften or liquefy, cannot combine 







or react with any other material in the ballast 






It fills the entire case and permanentl) bonds case, 








core and coil into one solid, voidle SS unit 





The New DRI-LOK Ballast is Engineered to Meet 






Newly Proposed CBM Higher Light Output Standards 






Write today for complete details and specifications. 






pJetfe rson DRI-LOK 


New Blue FLUORESCENT BALLASTS 
JEFFERSON ELECTRIC COMPANY + BELLWOOD, ILLINOIS 
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give homes a LIG HT OUCH 


that means easier selling... bigger profits for you/ 








Carry the lighting line that’s pre-sold to your customers in [Oo } 
America’s leading builder and contractor magazines. From a WIZ pr. 
single source, you can buy a full line of surface-mounted light- cS _—— AZ = 
ing fixtures by Imperial and recessed lighting fixtures by Pryne y SS 

... over 200 incandescent lighting fixtures for home and light MODERN COLONIAL 
commercial use. This complete, smartly-designed line will move - 

fast and bring you bigger profits. é 
Another of the Finishing Touches from Emerson Electric... ee PR pep Le 
pre-sold packages of quality electrical accessories that mean woh le \ 
easier selling ... more money for you! oseuimnes euresen 





EMERSON ELECTRIC 


BUILDER PRODUCTS GROUP 


EMERSON sr. cous. mo. prume POMONA, CAL. KEYSER, W.VA. 
Gmperial LATROBE, PENN. Rittenhouse HONEOYE FALLS,N.Y. 








Write Dept. B39, Emerson Electric + 8100 Florissant ° St.Louis 36, Mo. 
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of sales policy to 
wire and cable 
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WIRE AND CABLE CO 
division of Cann 
Turn this page for 
Rockbestos' new 6-point sales polic 


a first in the wire and cable fieid 
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ROCKBESTOS WIRE & CABLE CO 


s ' Cerr © Pas 2PORA 


OFFICE OF THE GENERAL MANAGER 


Until now, Rockbestos has practiced a success- 
ful policy of selective distribution limited 
to the relatively few distributors willing 

to perform the basic functions of sales, ware- 
housing and technical assistance 





This mutually rewarding experience -- plus 

the growing number of distributors nationally 
who now realize that a truly profitable 
relationship rests on mutual cooperation -- 
prompts us to expand our distributor organiza- 
tion on the basis of the published sales 
policy outlined on the opposite page 





If you're the kind of responsible, profit- 
minded distributor we've been talking about, 
there will be a Rockbestos representative 
around shortly to talk it over 


If you'd like to talk about it sooner, contact 
the Rockbestos man nearest you or write 
directly to our executive offices 


7 fo : 
LAA aeinaBnne 


V.P. & Gen. Mgr 


Nationally Recognized Quality... 
in ROCKBESTOS WIRE AND CABLE 


ASBESTOS VARNISHED CAMBRIC AND SILICONE RUBBER: Power, Control, Lighting and 
Switchboard Wires and Cables 


SILICONE RUBBER: Power, Control, Motor Lead, Appliance and Fixture Wire and Cables 
THERMOPLASTIC: Control! Cables and Switchboard Wires 

ASBESTOS AND SILICONE RUBBER: Shipboard, Aircraft and Mir 

TEFLON, ASBESTOS, SILICONE RUBBER: Coaxial Cables 

ALSO Fire Alarm and Traffic Control Cable ¢ Heatir 

Armored Cable ¢ Lead Sheathed Cables 


c Motor tronic Devices 


FOR USE ect . Sow 
r >S ghting Fixtures tr 5) aratus 
IN THESE MARKETS ioiearts (lain Weaninery  ‘ielvend Locsmatives 





NEC Type AVA 


} 
] 


NEC Type ACV 


The Rockbestos 6-Point Distributor Program 
for Mutual Profitability 


SELECTIVE DISTRIBUTION 
Selected, authorized distributors will be 
protected in their specific marketing 
areas. 


TECHNICAL ASSISTANCE 
“On-the-spot"’ technical assistance will be 
provided by Rockbestos field engineers 
for specialized cable applications and 
recommendations. 


AGGRESSIVE SALES 
PROMOTION 


Rockbestos customer-aimed advertising 
program — backed by direct mail, cata- 
logs, brochures, etc. — directs customers 
and prospects to you. 


NEC Types AVB, TA, TBS 


Switch 


Power Cables (600 & 


single and multiple 

nterlocked armored 

sheatt Recommende 
m pow 


red 


Or 


or wit d PNR Control Cable 
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PROTECTED DISCOUNTS 
Rockbestos guarantees its authorized dis- 
tributors full protection on all business 
they develop. 


DISTRIBUTOR SALES 

TRAINING 

We weicome the opportunity to train your 
men on markets, applications and sales 
techniques for profitable selling of Rock- 
bestos products. 


TOP QUALITY PRODUCTS 
Rockbestos’ most important asset is the 
universal recognition of the quality of its 
products. We will continue to maintain 
and improve this reputation. 


NEC Types A, Al, AA, AIA 


f we 


SILICONE Wire z 


Power Cables 





BURLINGAME, CALIF. 
No. 6 Guittard Road 


CHICAGO 24, ILL. 
4534 West Madison Street 


CLEVELAND 21, OHIO 
2000 Warrensville Center Road 


SOUTHFIELD (Detroit) MICH. 
Southfield Building 
18610 West 8 Mile Road 


LOS ANGELES 5, CALIF. 
4020 W. Third Street 


MASPETH, LONG ISLAND, N. Y. 
60-10 Maurice Avenue 


NEW HAVEN 4, CONN 
285 Nicoll Street 


PHILADELPHIA 43, PA. 
5315 Chester Avenue 


PITTSBURGH 19, PA. 
2520 Koppers Bidg 


ST. LOUIS 21, MO. 
Lambert-St. Louis Municipal Airport 


ATLANTA, GA. 
L. Morris Landers Co 
251 Spring Street, S.W 


CHARLOTTE 9, N. C. 
W. H. Lassiter Sales Co 
P. O. Box 11014 


DALLAS 15, TEXAS 
Fain & Associates 
2434 So. Harwood 


DENVER 4, COLO. 
Sales Engineers, Inc 
211 Wazee Market 


HOUSTON, TEXAS 
Glidden Engineering & Equipment Co 
3802 Winchester Street 


NASHVILLE, TENN 
John Townes & Co 
P.O. Box 164 


NEW ORLEANS 10, LA. 
Al Levin & Associates, Inc 
P. O. Box 1279 


TULSA 9, OKLAHOMA 
John W. Elder Co 
1526 East 4th Street 


*Warehouses 


ROCKBESTOS 


WiRt AND CASLE CO 


f CERRO DE PASCO CORPORATION 


MAIN OFFICE AND FACTORY: Nicoll and Canner Streets, New Haven, Conn. 
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Fundamentals of 
Electricity 


THIS. MONTH'S installment of Salesman’s Technical Notes 

initiates a special two-year series on the fundamentals of 
electricity. This represents a completely new approach, de- 
parting from the former concentration on the constructior 
and operation of electrical products. After the series on basic 
electricity, other series will be presented covering such special 
areas of electrical work as estimating, design and installation. 
At some future date, individual installments will, when nec- 
essary, up-date information on products which have been 
covered over past years. 

The new series on basic electricity has been specially pre- 
pared to impart a practical, useful understanding of circuit 
theory in the quickest, most direct manner. It has been care- 
fully tailored to the requirements of busy salesmen who want 
and need such an understanding to fully round out their sales 
capability. Only necessary theory will be presented; emphasis 
will be put on the practical aspects of the subject. Where 
presented for illustrative purposes, values of voltage, current, 
impedance and other electrical characteristics will conform 
to actual values commonly found in everyday practice with 
power and light wiring in residential, commercial and indus- 
trial buildings. 

Each installment of the new series will present a separately 
digestible portion of the overall subject and will incorporate 
common problems on the particular content. Step-by-step, 
then, the series will build full comprehension of the subject. 
And to enable each reader to evaluate his own progress with 
the course, a number of tests will be placed at appropriate 
points in the installments. 

ELECTRICAL WHOLESALING Offers this new series as a part 
of our continuing effort to satisfy the technical information 
needs of electrical salesmen. In recognition of the growing im- 
portance of technology to the salesman and in response to in- 
creasing insistent demands for a presentation on basic electri- 
cal theory, we have had our highly authoritative technical 
consultants prepare this new series. The presentation is unique 
in its approach, completely original and scaled to the depth 
and scope of coverage required for effective sales effort in 
the modern electrical industry. 

The opportunity represented in this series is yours for the 
taking. Turn the page for the first installment. 
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FLUID ANALOGY 
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Water moves 
trom high ro 
low points. 
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ELECTRIC CURRENT 
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Pinpoints the 


Information You Need on... 





asic Electricity 


By J. F. 
And W. 


McPartland 
J. Novak 


HE MODERN BASIS for under- 

standing the nature of electricity 

is the electron theory of matter. 
According to this theory, all matter in 
the world—anything that can _ be 
seen, felt, or otherwise determined 
to be physical in nature—is made up 
of minute charges of electricity. Any 
physical substance can be broken down 
into extremely tiny particles called 
“atoms,” which are so small that they 
are not visible even under a power- 
ful microscope. Each atom is an 
electrically balanced package of 
charged particles. The core of the 
atom, called the “nucleus,” has a 
given value of positive charge depend- 
ing upon the element or substance it 
happens to be. Revolving around the 
nucleus are particles called electrons, 
each of which has a negative charge 
of one unit. The number of electrons 
“orbiting” the nucleus in any atom 
equals the number of units of positive 
charge in the nucleus. It is these elec- 
trons which make possible the flow 
of electric currents. 

In metallic substances, the elec- 
trons in the atomic structures are 
normally held in their orbits by rel- 
atively weak forces of attraction 
from the nuclei. As a result, if a 
source of electron pressure (such as 
a battery or generator) is applied in 
series with a continuous path of metal, 
such as copper or aluminum wire, 
the force exerted by the pressure is 
sufficient to overcome the forces 
holding the electrons to the nuclei in 
each atom and these electrons are 
made to move through a metal path. 
Thus a current is created with elec- 
trons flowing from the negative ter- 
minal of the source to the positive 
terminal. The relative “looseness” of 
electrons in any metal determines its 
value as a conductor. Copper and 
aluminum are the common conductor 
materials used in modern electrical 
systems. 

In contrast to the relatively good 
conductivity of metallic materials, 
there are other materials which have 
very “tight” electron structures and do 
not permit appreciable electron flow 
when subjected to electron pressure. 
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Such materials are called dielectrics 
or insulators. Typical of such materials 
are paper, rubber, plastic, porcelain, 
cloth, wood and just about any non- 
metallic solid. Of course, such ma- 
terials vary in their insulation strength, 
depending upon their particular 
atomic makeup. Materials with high 
resistance to flow of electric current 
find use as insulation on wires and 
cables and in electrical apparatus. 

Inasmuch as electric current consists 
of flow of electrons, its value is meas- 
ured in terms of electrons passing a 
point each second. This is identical 
to measuring flow of water in a pipe 
in terms of gallons per minute passing 
any point in the pipe. Because there is 
such a large number of electrons flow- 
ing in even very small currents (bil- 
lions and billions of electrons per sec- 
ond), the unit called the “ampere” is 
used and is equivalent to 6.28 v 10" 
electrons per second. 

The usefulness of electric current, 
however, is not in flowing through 
circuit conductors. It must be made 
to flow through incandescent and fluo- 
rescent lamps to produce light, to flow 
through resistance elements to produce 
heat or to flow through motor windings 
or other coils where electromagnetic 
effects will be converted into mechan- 
ical work. The wires or cables in any 
circuit are merely the means to deliver 
the current to the utilization devices 
which will perform the work. As such, 
system design aims at keeping their 
opposition to current flow down to a 
minimum. The generator or battery 
then, which supplies the electron pres- 
sure to the circuit, has to spend only 
a little of its force in getting the 
current through the wires and can 
spend its major force in pushing the 
electrons through the load device 
which offers the major opposition to 
current flow. 

Basically, any electric circuit con- 
sists of the utilization device or devices 
which will use the current, the con- 
ductors which will carry the current 
to the device and a source of pressure. 
This source of pressure may be a 
battery or a generator which will feed 
directly to the load or it might be 
the service conductors which the utility 
brings to a building to provide the 
needed pressure for all of the circuits 
in the buildings. Of course, these serv- 
ice conductors actually connect back 


to the utility company’s generator in 
a remote location. In the 
typical branch circuit for lighting or 
a motor, the busbars in the panelboard 
can be thought of as the source of 
pressure. In fact, any set of terminals 
across which a voltage exists can be 
considered the pressure source 

Electric pressure is expressed in 
terms of volts. The more volts at 
which a source is rated, the higher 
will be the pressure it exerts on the 
electrons in a circuit. As stated above, 
this pressure is used to overcome the 
forces holding atoms in electrical bal- 
ance. The amount of force to be over- 
come in any part of a circuit depends 
upon the atomic tightness of the ma- 
terial itself, the cross-section area, and 
the length of the section concerned 
This total force can be expressed as 
resistance or impedance to current 
flow. In a typical circuit, the copper 
or aluminum conductors have very 
atomic structures and sufficient 
that the total resist- 
ance for the length of the conductor 
is relatively low. In contrast, the fila- 
ment of a lamp being supplied by the 
conductors is made of a length of fine 
tungsten wire of very small cross- 
section, with the comparatively tight 
atomic structure of tungsten. As a 
result, this filament has a high resist- 
ance compared to the circuit conduc- 
tors—even though length of the fila- 
ment is short. Resistance or impe- 
dance to current low is commonly ex- 
pressed in terms of “ohms”. 

From the foregoing, it can be seen 
that in any circuit it takes volts to 
push current through the resistance of 
conductors and load devices. In our 
typical electrical system, we provide 
120 volts to force enough current 
through an incandescent lamp to pro- 
duce light. Or we provide 480 volts to 
push enough current through a motor 
winding to get a certain horsepower of 
mechanical output. 

In the case of the lamp, the current 
flow through the lamp filament pro- 
duces tremendous molecular friction 
resulting in high heat. The heat causes 
the filament to glow “white hot,” giv- 
ing off visible light. The current. 
through the motor produces magnetic 
effects which result in rotation of a 
shaft 


case of a 


loose 
cross-section so 
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It's Easy to Get into Electronics 


By Robert S. Bush 


OU don't have to be a big op- 

erator to sell industrial electron- 

ics, according to management at 
the MarLe Co., Stamford, Conn. 

“As a matter of fact, we're just 
getting our feet wet in the electronics 
selling field,” Sales Manager Don Le- 
vine says. “And we like it. It certainly 
takes a lot of careful planning to get 
into this field, but from all indica- 
tions, it can be profitable and can 
mean plus business.” 

e Fills a Need — For many years, 
MarLe officials considered their traf- 
fic appliances a vital part of the busi- 
ness. Gradually, however, profits de- 
creased. As they did, profits from the 
industrial market rose. 

With this situation, 
ered two lines of action: discontinue 
the appliance lines, and get into 
another field to fill the gap. 

According to Levine, electronics 
seemed to be the answer. 

“It seemed a natural to us,” the of- 

fical says. “There not only is a grow- 
ing need for electronic products with 
our industrial customers, but we also 
believe that the sale of these products 
rightfully belongs to the electrical dis- 
tributor.” 
e Long Research—Company officials 
began thinking about taking on elec- 
tronic lines four years ago. Not want- 
ing to get into the field without know- 
ing something about the business, 
Levine spent considerable time visit- 
ing the firm’s industrial accounts to 
get an indication of just what type of 
products to stock. Levine asked four 
basic questions of these customers: 

1, What type of electronic products 
do you buy? 

2. How often and in what quanti- 
ties do you buy these items? 


MarLe consid- 


3. Where do you buy electronic 
products? 

4. If MarLe stocked your needs, 
would you be favorable in buying 
them from the electrical distributor? 

After compiling the facts from 


these interviews, Levine asked several 
manufacturers of electronic products 
for their recommendations of lines to 
handle and stocking requirements. 
One manufacturer made an exten- 
sive survey in the distributor's trading 
area, and presented its recommenda- 
tion to Levine. The figures were based 


40 


on actual sales made by various out- 
lets to users in the Stamford area. 

The manufacturer suggested that 
$892 be spent initially for a recom- 
mended stock of industrial tubes. For 
a stocking inventory of semi-conduc- 
tor products, he recommended an in- 
vestment of $4,068. 

In a detailed recommendation to 
the distributor, the manufacturer 
stated that the bulk of business in the 
Stamford area and the area covered 


by MarLe’s men, with distributors 
from New York—for the two product 
areas—was only 5% of the actual 
sales billed in the MarLe cov- 
ered. 

“The recommended inventory tor 
both product lines is only a portion, 
and the types and quantities of mer- 


area 


chandise recommended are only of 
the known types being sold,” the 
manufacturer added. “I feel that 


within a year you should very easily 
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INDUSTRIAL salesman Charles S. Nearman is typical of the MarLe outside sales- 
men who also sell electronic products. Here, he is preparing to deliver both electrical 
and electronic products to an industrial customer 
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QUOTATION and pricing manager Vito Ottaviano also han 
is obtaining the firm's 
which will be presented to customer 


dies literature for MarLe. Here, he 


electronics catalog, 


obtain a purchasing volume of $25,- 
000 on both product lines. This could 
more than quadruple within two 
years.” 

e The Start—After careful consider- 
ation of the overall market for elec- 
tronic products and future potentials, 
MarLe decided to get into the field. 
An initial budget of about $25,000 
was set aside for stock, which was to 
include items only for industrial use. 

In considering cost, Levine says it 
is relatively cheap to get into the elec- 
tronics business. 

“It’s cheap, that is, if you know 
just about how much and what items 
to stock,” he adds. “Our sales were 
and are—intended for the industrial 
customer. We had no intention of 
getting involved with television and 
radio tubes.” 


At first, in an attempt to stock 
items common to the OEM and 
maintenance markets, the distributor 


took on three lines that included me- 
ters, switches and terminals and con- 


nectors. From there, the lines were 
expanded to include panel instru- 
ments, variable transformers, fuses, 


timers, cabinets, labels and tools for 
electronic use. 

To promote the new lines, Levine 
notified his customers of the availabil- 
ity of electronic products through a 
monthly bulletin and through his out- 
side salesmen calling on industria! ac- 
counts. Recently, the sales manager 
compiled an electronics catalog that 
was delivered to each customer per- 
sonally by the salesmen. 

e Combined Sales— “We have no 
separate division devoted to electron- 
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ic sales,” Levine emphasizes. “We be- 
lieve that if we maintained a separate 
inside and outside sales force devoted 
to this field, we might as well open 
a separate business. 

“We have found that our 
sales force can sell electronic products 
successfully along with their appara 
tus and supplies lines if they have the 
proper knowledge about the items 
they are selling.” 

To know the products well, com- 
pany officials hold meetings 
every two weeks, at which electronic 
products and problems arising from 
the sale of these items are discussed 
In addition, Levine asks each of his 
electronics suppliers to spend at least 
one day each month at the firm as- 
sisting salesmen with specific problems 
involving electronics. 

“You can't be successful in this 
field overnight,” Levine “It’s 
necessary to go slow and attempt to 
solve problems gradually.” 

e Cooperation—Unlike the appara- 
tus and supply business, Levine has 
found few, if any, problems arising 
with the electronic manufacturers 
Basically, he that all factory 
sales personnel not only are compe- 
tent, but also cooperative in assisting 
the distributor in every possible way 

In addition, the sales manager em- 
phasizes that the manufacturer wants 
the distributor to make money. He 
adds that the electronics manufacturer 


outside 


sales 


says 


says 


offers many other aids to building 
profitable trade. 

There are other reasons Levine 
likes to work with the electronics 


manufacturers: they make provisions 


counterman Stephen 





DEMONSTRATION of electronic product at city counter is 


made to customer by Sales Manager Don Levine (right) and 


Levine. Firm stocks items wide 


returned to the fac 
two or three-day de 
manufacturers de 
meetings with 
several times 
products and 


for items to oe 
tory: they 
livery service; all 
sire to have 
distributor personnel 
to explain new 


give 
sales 


yearly 
answer questions about existing items 

“Electronics manufacturers know 
and appreciate the value of the distri 
butor,” “We stock wide 
but not deep, for instance, because 
there just are too many items in this 
field. However, the manufacturer is 
very conscious of our problems and 
realizes we can’t stock everything in 


Levine says 


a particular line.” 
e Plus’ Business The 
field is one in which a distributor can 


electronics 


provide a service to the customer, the 
MarLe official believes. He adds that 
because he already is selling to the 
industrial customer, this is a good way 
to provide him with another neces 
sary item. 

All of this, Levine says, adds up to 
plus business and profits. He estimates 
that there has been about a 25% 
gross profit for the company thus far 
on each electronics sale 

“In electronics selling, price is sec- 
“Providing this 
customer is more im 
is a need for 


ondary,” Levine says 
service to the 
portant. There definitely 
these products, and the market seems 
unlimited. In the three years we have 
been in this market our profits have 
been increasing. With the proper atti- 
tude and knowledge of the market 
and products, we don’t see how we 
can miss in this field. And with this 
new product, our other business has 
healthy 


never been so 
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Engineering Know-how 


Pays Off at Point of Sale 


Sales engineer Newt Montgomery blends analytical plus 
creative tactics when back-stopping Mill-Power's 15-man 
sales team with practical electrical equipment applica- 
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TYPICAL of how Montgomery uses technical savvy is seen at 
local TV studio, where he did extensive engineering to win 
big sales in lighting, cable trays, battens and other electrical 
equipment. At left: Montgomery discusses dramatic lighting 
with WSOC-TV program director, Sterling Wright. Above: 
he explains low voltage “patch panel.” Right: he points out 
battens that he helped lay out to support studio lighting 
Montgomery worked closely with architects, engineers 


HE ELECTRICAL DISTRIBUTOR knows that if 
he gives a worthwhile service—one that the “other 
guy” doesn’t have—he can ask a fair price for it. 

By back-stopping its entire sales force with on-the-job 
engineering help, Mill-Power Supply Co., Charlotte, N.C., 
thinks it has such a service. It’s an added extra that is 
vital to Mill-Power and valuable to its customers. 

Newt Montgomery, the firm’s sales engineer, is the 
man who provides the service. He fortifies the 15-man 
sales corps with 30 years of engineering background and 
experience. Montgomery’s duties are to go out on special 
jobs with the salesmen, at their request, or to handle any 
engineering problems in the field by telephone. 

By solving difficult equipment application problems in 
the industrial market (low voltage power distribution), 
commercial offices and installations (lighting and small 
power distribution), REA’s, municipals (transformers and 
hot line equipment) and in other types of markets—in- 
volving switchgear, controls equipment and an all pur- 
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tion savvy. Reason and results both point to—more sales. 





By Herb Cavanaugh 












pose metal framing for structural applications—Mont- 
gomery has clinched many a sale. 

“A good many of the jobs,” says Montgomery, “are 
done over the telephone. The salesmen call me up, give 
me the complete and correct information and I'll shoot 
it back to the customer as fast as I can. I work all the 
detail in the office—and if the contractor gets the job 
the salesman gets the order.” 

e Master Salesman—In spite of the fact that all sales 
credit goes to the territory salesmen (even when Mont- 
gomery is instrumental in clinching the sale), Montgomery 
was named “Master Salesman” by the General Electric 
Co., for his role in selling the company’s equipment to 
Mill-Power customers. 

® No Pattern—Montgomery says, “I have to be familiar 
with the entire distributor operational picture—shipping, 
purchasing, sales, quotation depts.—to be of any value 
to the outside salesmen. I am involved in getting up 
quotes, specifications and the overlapping aspects of my 
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position with other jobs in the company.” 

e Vital Role—The distributor engineer is a must at 
Mill-Power because he means know-how when it comes 
to equipment application, a valuable asset at the point of 
sale. Montgomery says that salesmen can solve 90% ot 
their problems, “but when it comes around to that other 
10%, what do they do? 

“Nowadays, it seems everyone is calling for manu- 
facturer engineers—but they are hard to find because 
their time is very limited. Most customers want the 
answers right away.” At Mill-Power, customers do get 
the answers right away. 

Still use manufacturer’s engineers? “We sure do,” says 
Montgomery. “I’ve had a lot of experience, but I can't 
do a first-class job on everything.” 

e Distributors Need Engineers — Montgomery frankly 
admits there have been many times when a sale would 
have been lost if he had not been there to engineer the 
job. “Suppose,” he suggests, “the approval of a piece 
of switchgear that Mill-Power supplies is questioned. 
The salesman has worked very hard to get the order 
and it has hit a snag. The salesman calls me; I work with 
the contractor and the consulting engineers (there’s usu- 
ally three or four). I can talk their language too, 
and they know I won't try and put something over 
on them because to them I am an engineer first and a 
salesman second. The guy who puts over the best argu- 
ment wins out. It’s a case of theoretical and practical 
knowledge combined, plus sales savvy. Analytical and 
creative ability in one mixture. Distributor engineers are 
sharp on this type of approach and can win sales.” 

e Three Reasons—Montgomery gives three big reasons 
why electrical distributors need sales engineers: 

e They build prestige. 


Engineering Know-how (cont.) 





MAIN distribution switch board in base- 
ment of WSOC-TV: Montgomery got 
together the quotations and specifications 
for the unit—one of the many phases of 
his job. A Mill-Power outside salesman 
followed up to conclude the order. 


e They help from the standpoint of know-how and 
getting things done as quickly and efficiently as possible. 
By doing this others join in the cooperation and make the 
distributor organization a close-knit, heavy-hitting one. 

e At least one engineer is essential to the distributor 
because equipment, machinery and controls of today are 
getting increasingly complex. 

From now on, more and more engineering will be in- 

volved in selling, and the old fashioned high pressure 
push will fade to dust, according to Montgomery. “It'll 
be a question,” he says, “of what the distributor can do 
for the customer that his competitor cannot do—‘what 
service can I perform that Joe Dokes can’t.’” That 
service is valuable to the customer and “the distributor 
can get a fairer price for it,” he says. 
e Chicken or Hawk?—Mill-Power has three salesmen 
who have engineering backgrounds, in addition to 
Montgomery, but none of them are sales engineers. 
“They need backing too,” says Montgomery. “You 
can't be a chicken and a hawk at the same time.” 
He says, “You're either a salesman or an engineer. 
An engineer has warped interests, and he won't 
sell a product that isn’t first class. A salesman 
will try his darnedest with factory literature, sales aids, 
samples—he'll really work on it. If the salesman has an 
engineering background, fine; he'll have less problems 
to face. But he is a salesman first and the engineering 
background will merely enrich his ability to sell.” 

The distributor engineer is concerned with sales too, 
but from the negative side of the fence. “He has to have 
ability, background and knowledge so he can’t be tripped 
up by the questions of the consulting engineers when 
he’s trying to push his company’s product. As a salesman, 
he has to sell himself to outside distribution contractors 
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contractor and consulting engineer: 


(with whom Montgomery works very closely) and the 
consulting engineers. His sales ability lies in the back- 
ground, ready to come to the attack when necessary.” 

e Problems—tThe biggest problem the sales engineer has 
to face is the lack of complete and correct information 
that is fed back to him from customers and outside 
salesmen. “If someone calls,” he explains, “and says 
‘Joe Bloke needs a 100-kva transformer’ — that’s not 
enough. I have to call the customer or salesman back. 
This really costs in time and phone calls. 

e What It Takes—‘Regardless of the territory or the 
salesman,” Montgomery says, “I’m here to help in any 
manner, shape or form. If the company doesn’t succeed, 
I don’t succeed. I have to be in a pinch hitter’s slot con- 
stantly, always ready to go out and cover a man’s terri- 
tory for him if he’s unable.” The distributor engineer 
has to know what’s going on inside the organization as 
well as keep abreast of what is going on outside, says 
Montgomery. He has to play customer problems and 
problem customers by ear, never really drawing a line on 
when to give engineering help and when not to. “C.O.D 
customers? Sure I help them,” says Montgomery, “you 
can never tell—they might find uranium in their yard.’ 


LIGHTING design and office partitions 
were also done by Montgomery in TV 
studio general office area. For partitions 
he used metal framing material—the 
same all-purpose framing he has installed 
in other commercial installations 
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[here are only two instances when Montgomery will 
not give engineering assistance to customers: the first 
instance is when it takes the business away from the 
consulting engineer. “I will not,” says Montgomery, “do 
any engineering for a man that I think warrants a con- 


sulting engineer's help.” 
The second instance is when a customer, deliberately 
and without legitimate reason, takes the knowledge 


Montgomery has given him, puts it out for bids and gets 
a better price. “He won't get help from us again,” he says. 
e Future for Salesmen—Montgomery says that within 
the next 10 years practically all distributors will be hiring 
graduate engineers to be trained and sent out as sales- 
men. Why? “Large companies,” he says, “will not even 
consider you unless you have an engineering background 
to prove you deserve to sell in the age of technology.’ 
e Future for S.E.’s—What about the distributor's sales 
engineer? Will he disappear? Montgomery says “no,” his 
role will play a bigger part than ever in backing up sales- 
men—even those who are engineers. 

“Distributors,” Montgomery concludes, “could have 
the selling team of the future. Salesmen who are en 
gineers and an engineer who is also a salesman 














Birthday Party with Plenty of 


WO DAYS after Oakes Electrical Supply Co., of 

Holyoke and Pittsfield, Mass., held its 75th anniv- 

ersary celebration, a customer sent in an order 
marked “as a_ partial repayment for a wonderful 
evening.” 

While pleasure was the party’s purpose, the business 
overtones were there nonetheless. As James B. Newton 
described the goal, it was “to show our friends that Oakes 
is comprised of friendly people who know their jobs. 
To do this, we tried to meet each guest individually and 
introduce them to all members of the company. Exhibits 
were set up as a backdrop before which our people 
could subtly display their knowledge.” 

The more than 250 guests who attended participated 
in a round of activities that started at 3:30 p.m. May 
18 and ended that evening. The consensus: “a decided 
success.” Some of the reasons why are detailed in pic- 
tures and captions here. 

Informality and friendliness, despite 75 years of his- 
tory, marked the day. The reason, “simply put,” accord- 
ing to John M. Newton, Jr.: “this was a birthday party. 
and we wanted our friends to celebrate with us.” 





There was the business touch in product displays. A number 
of Oakes’s suppliers were invited to set up displays near aisles 
in the warehouse. Oakes personnel then directed guests 
through for demonstrations. Here, Art Newman (left), of 
Harvey Hubbell, and Buzz Harris, of Plymouth Rubber, give 
Oakes’s customers their product stories. According to several 
factory men, there was “plenty of action and interest.” 


There was an address by a well-known 
business authority. Following short talks 
by Oakes’s management, Kenneth Kra- 
mer, managing editor of Business Week, 
addressed guests who re-assembled in a 
nearby auditorium. His subject: “The 
Changing Role of the Corporation.” Ar- 
thur W. Hooper, NAED executive direc- 
tor, also briefly addressed the group and 
transmitted the association’s greetings. 
Those who attended the evening program, 
numbering over 200, represented a diver- 
sity of local industries, including paper, 
textiles, machine tools, contractors, plus 
1 number of OEM accounts. 


ad 





OAKES ACORN SMOKERS’ CLUB 
Special 75th Anniversary 
DIAMOND JUBILEE 


Time: Wednesday, May 18, 1960 — 8 P.M 


Place: Holyoke War Memorial Building 
Corner Maple & Appleton Streets 
Holyoke, Massachusetts 


Guest Speaker: Kenneth Kramer, Managing Editor—Business Week 








There was advance publicity. An announcement of the “Spe- 
cial 75th Anniversary” meeting of Oakes Acorn Smokers Club 
was mailed to customers. It specified time, place, speaker and 
subject for the meeting, also carried invitation to open house 
to view product displays and enjoy buffet supper. Local news- 
papers published stories on event. In an ad, Oakes thanked 
“all who have helped us carry on” during 75 years. 





There was hearty fare at the buffet supper. The lighting 
showroom and the sales meeting room on second floor of the 
Oakes building were the site for a buffet supper preceding 
the evening program. Here, Jack Newton chats with several 
guests, including speaker for the evening Kenneth Kramer 
(third from right) and Mrs. Kramer. Also shown: Ronnie 
Constantine, Ruth Reynolds, William Sullivan, W. Jubinville. 
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There was organization at the front door. As each guest ar 
rived, he (or she) registered at desk set up near front entrance 
of Oakes’s main house in Holyoke. Lapel card, in shape of 
acorn, was lettered with each registrant's name and company 
Most of those signing in came from Massachusetts, but some 
came from Vermont, New Hampshire, Rhode Island, Con 
necticut, New York, New Jersey, Wisconsin and Florida 


There were warm greetings ready and waiting. Once they had 
registered, guests were greeted by one or several members of 
the Oakes organization. Here, John M. Newton, Sr. (second 
from left) and his secretary, Dorothy Stevens (right), say 
hello to Mr. and Mrs. Joseph M. March, a fellow distributor 
from Manchester, N.H. Mrs. March examines brochure espe- 
cially prepared in celebration of the firm’s 75th anniversary 





There was a special program for the ladies. Guests were in- 
vited to bring their wives to the open house and buffet supper 
And while the smoker was in session, the ladies—more than 
60 of them—were entertained with an illustrated talk on 
Hawaii, given by a local photographer and lecturer. Here, 
James B. Newton briefs Mrs. John M. Newton, Sr., Mrs 
Frances Heisig and Mrs. James B. Newton on program details 


There was something to take away. As a 
memento of Oakes’s 75th anniversary, 
Jack Newton wrote a condensed history 
of the firm’s 75 years. The center spread 
of the resulting 8-page booklet is shown 
in miniature here. Each page is replete 
with photographs depicting the company 
and its employees through the years. One 
picture shows some of the early salesmen 

-with their bicycles. Besides reviewing 
the past, the brochure—with these words 

points up how Oakes looks ahead: 
“Our future plans are built with new 
ideas but based on time-tested principles 
that will always apply.” 
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There was the touch of tradition. Jack Newton examines 25 
year-old cigars to verify that they are the original ones handed 
cut at Oakes’s 50th anniversary celebration in 1935. At that 
time, recipients were advised to hold on to them for the 75th 
anniversary. Some did—and, as a result, were awarded prizes 
Holders shown: P. H. Martell, J. Holden Camp, Samuel 
Truesdell, Hervey Bergeron and Nelson Hulse 
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W. B. Imholt States 





Point and Counterpoint 


In recent issues, ELECTRICAI 
WHOLESALING has reported on and 
analyzed several aspects of the growth 
in warehousing facilities maintained 
by electrical manufacturers’ agents. 

In April, an editorial (page 8) and 
a portion of a special report (page 86) 
presented the national total and aver- 
age for agents’ warehouse floor space 
and commented on the significance 
of these figures. 

In May, an article (page 6/) pre- 
sented the regional warehouse floor 
space totals and averages for agents, 
also the products typically stocked. 

In June, an editorial (page 8) re- 
stated EW’s position on local stocks 
maintained either by agents or manu- 
facturers and offered agents the op- 
portunity of using equal editorial 
space for stating the case for their 
maintaining local stocks. 

In this issue, an agent “states the 
case,” outlining the benefits he feels 
accrue to the distributor and the 
manufacturer through the operation 
of an area warehouse. The author is 
W. B. (Duke) Imholt, who wrote 
this article at EW’s invitation. 

Duke Imholt is a well-known and 
respected member of the electrical 
industry on the Pacific Coast. For 
many years, he operated the Electric 
Corp. of San Francisco. His industry 
stature is indicated by the fact that 
in 1953-54 he served as chairman of 
the Pacific Zone of the National As- 
sociation of Electrical Distributors. 

Imholt entered the agency business 
in 1958 shortly after Richard D. Col- 
burn acquired control of the Electric 
Corp. of San Francisco as the first 
step in forming a large independent 
chain in California. For the last sev- 
eral years, operating as W. B. Im- 
holt Co., he has been an electrical 
manufacturers’ agent with warehous- 
ing facilities in San Francisco—a 
recognized re-distribution center. 

With the publication of “The Case 
for the Area Warehouse,” EW does 
not close out discussion on the sub- 
ject of such warehouses. If there are 
agents who feel there is more to say, 
we'll consider their statements for 
publication in line with our “equal 
space” offer. If distributors want to 
get some words in, too, we'll welcome 
their comments. 











economy speaks for itself.’’ 


The Case 


“",.. As our population and mar- 
keting areas continue to grow 
and expand, 


there also you will find the elec- 
trical distributors and the manu- 
facturers’ area warehouse sup- 
porting them; 
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For the Area Warehouse 


that I read your “Wow” editorial 

in the April issue of ELECTRICAL 
WHOLESALING (page 8) and subse- 
quently the article in May detailing 
the agency warehousing floor space by 
trading areas across the nation (page 
61). It just struck me that you might 
be interested in my viewpoint on the 
subject since I spent quite a few years 
in the distributor category and have 
now become a part of the statistics 
that you wrote about—i.e., a ware- 
housing agent in San Francisco. 

In the first place, I feel that the 
term “agent warehouses” is really a 
misnomer since I know of no preroga- 
tives given any agent that are not 
commercially acceptable to his manu- 
facturers, nor beyond those enjoyed 
by the field men who operate field 
warehouses for their manufacturers; 
therefore, I think that any study of 
stock dispersal in the country should 
encompass both types of operation. 
It seems that the term area or field 
warehouse would be more descriptive, 
and I shall use area warehouse here. 

In this day of expanding markets 
and contracting net profits, the dollar 
has become, more than ever, the real- 
ly critical commodity that the distri- 
butor and the manufacturer have to 
deal with, and the area warehouse is 
of material assistance to both of them. 

For the distributor, the area ware- 
house provides a number of benefits: 
(1.) With replacement materials read- 

ily available on not more than a 
48-hour delivery basis, he is able 
to materially reduce the amount 
of money tied up in inventory 
and use these dollars to support 
additional accounts receivable or 
finance additional inventory for 
the branch houses that are 
springing up all over yesterday’s 
suburbia. He is still able to order 
in quantities that entitle him to 
freight-free delivery and can ren- 
der better over-all customer ser- 
vice than would be possible if he 
had a week or two-week waiting 
period that would be necessary 
if the merchandise had to come 
from the factory. 

(2.) The ability to buy closer to his 
current needs will result also in 
a further reduction of the money 
that is represented by the slow- 
moving items in a line and those 
items that occasionally turn out 
to be “white elephants,” which 
when they were purchased look- 
ed like they should be “hot.” 
These you will find on every dis- 


| T was with a great deal of interest 


July, 1960—ELECTRICAL WHOLESALING 


tributor’s “push list’”—i.e., a bet- 
ter balanced inventory through- 
out. 

(3.) The area warehouse type of op- 
eration requires that the factory 
representative call on the distri- 
butor personnel at least once a 
month in all locations and in 
some cases more often than that 
for a stock check. This results in 
a closer liaison between man- 
ufacturer and distributor that 
tends to promote a more profit- 
able relationship for both. 

There may be other benefits of a 
collateral nature that I have not cov 
ered. However, I believe that the ones 
mentioned add up to a material saving 
for the distributor, while at the same 
time improving service to his trade. 

For the manufacturer, the area 
warehouse also provides benefits: 

(1.) For the manufacturer whose vol- 
ume or line is not sufficiently 
productive to justify his own or- 
ganization, the agency operated 
area warehouse gives him an op- 
portunity to share warehousing 
costs, indirectly, with other man- 
facturers similarly situated, and 
his costs are limited in each area 
in direct proportion to his sales 
in that region. He is then in a 
position to compete for his share 
of the market involved with his 
more favorably situated compet- 
itor. 

(2.) Transportation costs are held to 
minimum figures since the manu- 
facturer is able to ship into the 
area warehouses in maximum or 
carload quantities and reship at 
local truck rates on orders meet- 
ing minimum requirements. This 
facility should prove much more 
economical than shipping many 
LCL orders direct from the fac- 
tory to the distributor. Each such 
warehouse handling a relatively 
active line will have considerable 
“will call” pickups on which 
there are no freight charges, and 
these further tend to help the 
transportation factor involved. 

(3.) The further fact that under this 
method he can bring more goods 
to market should favorably re- 
flect in his over-all profit picture. 

(4.) Further, the manufacturer has 
much better marketing knowl- 
edge than would be available to 
him if he had a factory employee 
traveling several areas. The lo- 
cal resident has a much closer 
knowledge of (a.) buying habits 
of the distributor, and they all 


differ, and (b.) sales potential 
and credit positions and other 
trade information that should 


contribute further to the eco- 
nomical operation of the area. 

Again, there may be other factors 
that I have overlooked. But at this 
point, I can’t see anything here that 
could materially increase marketing 
costs for the manufacturer without at 
the same time increasing the profit 
potential. 

As for the agent who operates an 
area warehouse, all is not Utopia for 
him. Actually, he functions at the 
whim of the manufacturer, and, if he 
is successful, he is probably working 
longer hours and harder than if he 
were an employee (and enjoys every 
minute of the effort). Naturally, some 
irregularities probably do crop up, but 
those that do, and are of a continuing 
nature, are minor and soon become 
known to the trade and to the manu- 
facturer concerned. 

I can only speak for the agents that 
I] know on the Pacific Coast. As a 
group, they are a fine lot of people, 
completely indoctrinated and familiar 
with the ethics and practices of the 
electrical distribution business. In my 
vears of business activity here, I have 
never heard of one provable instance 
of direct selling by any of them where 
the billing, at least, was not handled 
by a distributor. So from this source, 
I feel there is nothing to fear. Any 
abuses or deviations from accepted 
practices by agents’ area warehouses 
might well be eliminated or at least 
greatly minimized if their manufac- 
turers would reassess their cost fac- 
tors to be sure that they are bearing 
their fair share of the terminal han- 
dling costs of their particular product 
line. 

It is my guess that trade practice 
abuses that do crop up result from 
economic or sales pressures on the 
warehouse operator and could be 
eliminated by a closer and more ap- 
preciative cooperation between all 
three branches of the distribution 
team—the manufacturer, the agent 
and the distributor. 

Whether or not all this touches on 
any phases of the subject that have 
not been previously considered, I do 
not know. But from this side of the 
continent, I would guess that as our 
population and marketing areas con- 
tinue to grow and expand, there also 
will you find the electrical distributors 


and the manufacturers’ area ware- 
house supporting them; economy 
speaks for itself. 
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lavine recent) from the NAED convention, I was impressed by the many sug- 
main 4 ees made by various speakers which would result in a more profitable operation 
for us here at Gilson Supply Co, I am, therefore, asking you to check your answers 
to the following questions which are relative to policy and sales: 


returned 


WE HAVE A DISTRIBUTOR POLICYcccccccccccccccccccccccsoceceelES 38 


ALL OF OUR PRODUCTS ARE SOLD THROUGH DISTRIBUTORS ONLY....YES 


WE SELL O.FeMe'S DIRECT cccccccccccccccccs cocccsccccello 


WE HAVE A SELECTIVE DISTRIBUTORSHIP PROGRAM... cccccccseseelho 
WE EMPLOY SALESMEN TO ASSIST OUR DISTRIBUTORS IN THE AREA 


suppliers have 1 salesman 3 suppliers have 6 salesmen 
" " 7 il ’ 7 " 


r i 
" ' - + " " 8 " 
' ' ' . " "a5 " 


WE HAVE AN AGGRESSIVE NATIONAL ADVERTISING PROGRAM..-++eeeYEo 


DO YOU FEEL THAT THE PROFIT BETWEEN THE DISTRIBUTOR'S 
COST AND YOUR SUGGESTED RESALE SHEFTS PROVIDES 
SUFFICIENT GROSS PROFIT 2? .ccccccccccccccccccservccccecsesecelES 


SHOULD THIS PROFIT RATIO BE A SALES POINT 
IN PRESENTING YOUR PRODUCTS TO YOUR DISTRIBUTOR ?....222+-YES 


DO YOU FFEL YOUR DISTRIBUTOR SHOULD HANDLE 
YOUR LINE EXCLUSIVELY ? ccccccccccccvccccccccccccesescccseselEs 


DO YOU MAKE DIRECT SHIPMENTS OF STANDARD STOCK 
MERCHANDISE FROM YOUR LOCAL WAREHOUSE FOR YOUR 
DISTRIBUTORS AT NO ADDITIONAL COST TO HIM 2? ecccccccereessetes = 2) NO 


NAMF THE DISTRIBUTORS WHO REPRESENT YOU WITHIN A RADIUS OF 50 MILES OF OAKLAND: 


istributors 3 suppliers have 9 
1" : " " 10 
" " " 1h " 
" " " 20 " 
Ks suppliers have “anyone who qualifies" 


loa Shy y+ c 
distributors 
" 


uppliers have 
" " 


Gils Supply Co. 
C. W. Martin 


free to enlarge on any question. 











SIMPLE SURVEY FORM was a one-pager aimed at 
establishing better communications between the electrical 
distributor and more than 50 suppliers. Almost half of 

the manufacturers answering went beyond merely answering 
the questions. Their added personal letters detailed ‘their 
policies and spelled out why they thought the survey was 
constructively helpful. Figroid and Martin, partners in 
Oakland firm, found the results (summarized above) 
provide valuable keys to better operation in all phases 

of their business and better relations with suppliers. 
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Gilson Supply partners W. C. Figroid and C. W. Martin scan survey returns with which . . . 


They Pinned Down Suppliers 
On Distributor Policy 


Simply by asking, Gilson Supply knows where suppliers stand on 
issues vital to successful, full-functioning and profitable distribution 


By Howard J. Emerson 


harlie Martin is one electrical supplies distributor who 
knows just how his suppliers stand on issues vital to 
a profitable manufacturer-distributor relationship 

He knows because he asked them 

Using a simple, one-page questionnaire (opposite page), 
mailed to about 50 manufacturers supplying electrical 
goods to Gilson Supply Co., Oakland, Calif., Martin and 
partner Bill Figroid got frank and revealing answers to 
queries on a variety of important but touchy subjects 
ranging from selective distribution, through the matter of 
distributor profit margins, to a detailing of the distributor 
competition the manufacturers are fielding against Gilson 
in the Oakland area. The questions probed, too, into the 
selling of OEM’s and covered the use of local warehouse 
stocks. 

Because they procured these and other answers, Martin 
and Figroid have been better able, during the last few 
months, to manage their long-established electrical sup- 
plies business more soundly in a highly-competitive, profit- 
shrinking market. They are better informed executives 
when they decide in which manufacturers’ goods it is 
most logical for them to invest Gilson’s working capital 

As sales manager, Martin is better able to direct the 
efforts of his salesmen toward the selling of brands sup- 
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plied by manufacturers having policies conducive to the 
long-range success of a full-functioning distributor. In the 
long run, analysis of the returns may influence what lines 
Gilson Supply will keep and will be a factor when the 
partners consider the lines of suppliers who are anxious 
to have their products distributed by Gilson 
e A “Golden” Idea—lIt all started in 1958 when Charles 
Martin was helping NAED celebrate its Golden Anni- 
versary by the Golden Gate. At that national convention 
in San Francisco, Martin listened while several speakers 
advised distributors “ to review their sources of sup 
ply and to judge carefully their suppliers’ methods of 
distribution.” The idea intrigued Martin. So he prepared 
and mailed to 50 of his suppliers the questionnaire pic 
tured here. With the 38 returned questionnaires came 15 
personal letters to Martin from executives of the manu 
facturing concerns elaborating on the “yes” or “no” 
answers to some of the more vital and controversial 
questions 

Why Martin and Figroid sought this information from 
their suppliers, how they interpreted the answers and 
how they are making use of the information, is told here, 
supplemented with excerpts from letters giving manufac 
turers’ explanations of their policies or actions 


CONTINUED 








They Surveyed Manufacturers (cont.) 


“A Good Distributor Policy 





They Studied Their Suppliers’ Policies ... 


We Have A Distributor Policy Yes-38 No-0 
All Our Products Are Sold Through 
Distributors Only 
We Have A Selective Distributor- 
ship Program Yes-35 No-! 
Name the Distributors Who Represent You Within a 50 
mile radius of Oakland. 
Four distributors 2 suppliers 
Five a 2 ia 
Six < 3 sis 
Three suppliers indicated that they distribute through 
‘‘anyone that qualifies.’’) 
Seven distributors 1 
Fight “ 2 
Nine oa 3 . 
= 3 
1 
1 


Yes-27 No-10 


supplier 


*e 


Ten e 
Fourteen 
Twenty 


Martin expected “yes” answers from all manufacturers 
when he asked about the existence of a distributor policy. 
He had led off with this question for two reasons: (1) 
to emphasize immediately to each manufacturer supply- 
ing Gilson Supply Co. that a policy toward distributors 
is Of prime importance in their relationship; (2) to have 
the supplier acknowledge having a policy so that his 
answers later to selective distribution, selling OEM’s, 
and his listing of other distributor outlets would show up 
in a more critical light, whether favorable or unfavor- 
able. 

Most manufacturers answered “yes” and passed on. 
One, however, took the opportunity to write in detail re- 
garding the company’s distributor system, adding that “. . 
of course, like everything else, our distributor policies 
are under continual change. You may be assured that 
any such change is influenced by a very strong desire on 
Our part to improve, if possible, the excellent relation- 
ships we enjoy with our distributorships . . . further, the 
success of our program is based on close cooperation . . . 
obviously, if mutual support is not forthcoming in any 
quarter, then further changes will be necessitated 
should you ask the same question a year from today, our 
answers would be modified by the results of the dis- 
tributor program in which we are presently engaged . . .” 

Another supplier expressed appreciation for the ques- 
tionnaire, adding that “. . . working as we do through a 
manufacturers’ agent, we sometimes wonder if our poli- 
cies and practices that we have established over the 
years are being followed as carefully as we would like 
We never know whether the salesman of the agent is 
working with the jobber. The jobbers don’t tell us. So 
that’s one point that should be brought into your think- 
ing.” 

e Distributors Only—Martin wanted to know two things 
when he put down this question: (1) If and how the 
manufacturer with products for several fields breaks 
down his lines so that he can give a distributor-only 
policy to his electrical goods; (2) Where Gilson Supply 
should expend its sales efforts when it carries two lines 
and one has a more favorable attitude toward using 
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distributors only. His answers came in various forms. 
Straight “yes” and “no” replies were good only as a 
matter of record. 

Valuable to Martin and his firm were such paragraphs 
as these from letters accompanying the returned ques- 
tionnaires: 

“The ——— company has several divisions . . . all 
the products our firm sells for use in the electrical con- 
struction and electrical maintenance trades are sold ex- 
clusively through wholesalers such as Gilson Supply.” 

“We do sell certain products to our competition, where- 
in they perform all functions of sales and distribution. 
These products are marketed under their own catalog 
numbers, and frequently end up in normal distribution 
channels.” 

“The answer . . . must assume a One company policy 
arrangement. That is not the case with ————. ... 
it has been the policy of ———— to sell the industrial 
contractor market only through qualified electrical dis- 
tributors. We have reserved the right to deal with the 
utilities as they desire, for we have historically been a 
big factor in engineering and solving the prob- 
lems of these companies.” 

From these returns, Martin and Figroid are making 

decisions that enable them to work more closely and to 
become stronger outlets for the manufacturers who con- 
sider their distributors the most logical and most eco- 
nomical factors in the marketing of their electrical goods. 
The answers and the letters have been used at Gilson 
sales meetings to carry the thinking to the men who have 
so many chances in the field to influence the brand 
that will be sold. 
e Selective, But How Many?—Martin purposely sepa- 
rated these questions—selective distribution program, and 
the number of other distributors franchised in Gilson’s 
market area—so that he would get more answers to each 
than he might have if the manufacturer saw the close 
relationship between the two questions. Each question 
was important to the Gilson executives, and together they 
provided a very important insight to the suppliers’ poli- 
cies. 

Martin expected and got practically 100 per cent “yes” 
on selective distribution programs. The one frank dis- 
senter is the supplier of a line of tools for contractors, 
which depends for its sales primarily on exposure at dis- 
tributor counters to contractors’ pick-up men. He asked 
the question first to establish with each of his suppliers 
that selective distribution is a factor that the distributor 
considers seriously when he makes a decision to carry 
a line and later to put sales effort behind that brand. 
He sought to find out also what some of his suppliers 
consider “selective’—does it mean that they select 10 of 
the 12 available distributors in a market; do they select 
carefully to have sound market coverage and no more; 
do they choose distributors with a sound record for full- 
functioning operation and market-building sales efforts, 
or do they select fringe houses with price-cutting tech- 
niques and an open line to manufacturers’ local stocks? 
Martin found suppliers fully cognizant of those situations 
with one explaining in his letter: 
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ls of Prime Importance to Success’ 


“This is difficult to answer because of the varied in- 
terpretation of ‘selective’. However we would add 
distribution only to give us area or product coverage 
which existing distributors could not give us. We would 
decrease distribution only under the conditions that we 
would receive the same area and product coverage with 
more selective distribution.” 

But the real meat of the two questions was found for 
Gilson Supply in the listings of other distributors. From 
their familiarity with the size, location and selling philoso- 
phies of all distributors in their market area, Martin and 
Figroid found many advantages in having the names of 
every distributor handling the lines Gilson stocks. With 
this knowledge they were able to draw their own con- 
clusions on how selective their suppliers had been in fran- 
chising. Martin points out that the actual number of 
outlets the supplier is using is far less important than the 
type of distributors, for these reasons: 

a. A good salesman must know, in this order, (1) his 
product, (2) his customer, and (3) his competition. The 
salesman, and his management, that knows the product 
he is promoting is handled only by other wholesalers 
equally interested in market development and profitable 
return for their efforts in the field, is going to put time and 
effort into selling the product value to the customer. In 
opposite circumstances, the salesman will be interested 
only in making a price offer that will meet price-quoting 


$ 
# 
competition—he cafi't afford to devote time to a line when 
the chances aré good that the order will be grabbed by 
a competitor who handles the same brand but who 
enters the picture only with a low price 

b. With a knowledge of the type of competition 
distributor faces in each brand he carries, he can plan 
more profitably his long-range market programs. Martin 
points out that the supplier who selects distributors who 
consistently make price rather than service their trade- 
mark, is not the one first considered to conduct prod- 
uct and sales training programs for Gilson’s staff. Says 
Figroid, the manufacturer who has no selective distribu- 
tion program has a questionable right to demand sales 
effort from any distributor. 

c. The information on what other distributors have 
been selected by Gilson’s supplier has been a help in 
handling bid business. If a bid specifies a particular brand, 
and it is one that is handled by a group of distributors 
who are full-functioning and interested in a fair profit 
for service rendered, Martin knows that he can bid fairly 
and in the long run have a chance at his share of the 
business. If the products specified are handled by dis- 
tributors noted for grabbing such business with extra low 
bids not backed up by merchandising effort or after- 
sale service, then Martin can either save the time of 
preparing a bid or can make an effort to get another 
brand substituted. 


What Help Is Offered, and Expected? 


We Have An Aggressive National Adver- 
tising Program 
We Employ 
in the Area 
salesman 


: Yes—33 No-2 
Salesmen to Assist Our Distributors 


4 suppliers 
9 “ 
1 


1 
5 
3 
1 
1 
1 


12 e 
Uses agents 4 
Do You Feel Your Distributor Should 


Handle Your Line Exclusively Yes-11 No-22 


Martin again used a question, that regarding a national 

advertising program, to serve as a statement. He wanted 
every supplier to know that Gilson Supply is interested 
in and pays attention to the manufacturers who help 
build their distributors’ business through a consistent 
program of product and brand advertising to the indus- 
trial and contractor buyer. He figured that the question- 
naire was a perfect medium to carry the message because, 
involving policy, it would reach the top executives at 
each manufacturing concern. 
e Coverage Important—Reference to the number of 
salesmen available from each supplier to help distribu- 
tors in Gilson’s market area has helped Martin and 
Figroid evaluate their lines in several ways. 

Their judgement has been based on making a relation- 
ship between the technical qualities of the products, the 


July, 1960—ELECTRICAL WHOLESALING 


number of other distributors in the area, and this num- 
ber of field men offered by the manufacturer. From this 
equation can be determined the relative value of two 
competitive lines of the same quality, and the sales effort 
of Martin’s department can be directed accordingly 

If one manufacturer has two field salesmen available to 
six distributors and a competing line is serviced by five 
field salesmen with eight distributors, Martin would 
favor the second—other factors being equal 

As a result of this information, Gilson salesmen have 
become more selective in their selling, Martin reports 
They know when a job may require help from the sup 
plier, so they tend to lean toward the product lines that 
are best supported in the area. Figroid says there is an- 
other factor in the equation—the companies with the 
most men in the field usually pay well and therefore 
have better qualified men who are more valuable to the 
distributors. 
e Happy “No’s”—It could be expected that the question 
on handling a line exclusively would not pass unnoticed 
And most distributors would feel that Martin did not want 
his suppliers to answer “yes”—and he didn’t want them 
to. He was more happy with the “no” answers. Gilson 
Supply has age, reputation and success—but it does not 
have, or aspire to, the size that would enable it to give 
any line sufficient coverage of the market area. 

Having any major line exclusively would bring pres- 
sure on the concern to extend its operations in scope 
and direction that would give the manufacturer adequate 
coverage—direction that could be uneconomical for Gil- 
son Supply to move for one line only. And, says Martin, 
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They Surveyed Manufacturers (cont.) 


"Is the Present Profit Ratio Sufficient 


a distributor needs two major sources of supply for any 
line of products as a hedge against a temporary shortage 
of one supplier’s goods because of strikes or other causes. 

Several manufacturers felt that the question about 
handling a supplier’s line exclusively needed elaboration. 
Sometimes their comments brought an interesting parallel 
when compared with their listing of the number of dis- 
tributors in Gilson’s area. 

Said one supplier, “. . . we feel very strongly .. . that 
it is to our distributor’s advantage to handle our line 
exclusively. In fact, our whole sales program is planned 
in this direction . . .” That supplier, answering the ques- 
tion about the number of distributors he franchises within 
50 miles of Oakland, said, “All reputable and legitimate 
distributors of electrical products of a maintenance and 
construction nature.” 

Some manufacturers expressed feeling that it is up to 
the distributor to decide whether or not to handle a line 
exclusively. One pointed out: “Handling a line exclusively 
involves decisions which the distributor must make. Some 
distributors have said they prefer to handle a single line 
and have found such a procedure profitable. The reasons 
given vary from having a lesser inventory to causing 
the sales department to sell the one line instead of strad- 
dling the issue. Other distributors do feel that they should 
or need to parallel their lines “ 

Another supplier stated: “Promotion of one manufac- 
turer’s line has many natural advantages—minimum 
stock records, maximum product knowledge and undi- 
vided loyalty. Because our distribution is by selection 


They Make Profits An Issue 


Do You Feel that the Profit between the 
Distributor’s Cost and Your Sug- 
gested Resale Sheets Provides Suffi- 
cient Gross Profit? 

Should this Profit Ratio be a Sales Point 
in Presenting Your Products to Your 
Distributors? 


Yes-34 No-l 
Yes-34 No-2 


To anyone with knowledge of the industry’s problems, 
it is obvious that these two questions would flash a few 
lights, even indicate a “tilt”. But Martin and Figroid con- 
sider them just about the most important questions they 
asked. They knew that most manufacturers would relate 
the two questions. They hoped therefore, that it would 
make the suppliers take a second look to see that—if the 
manufacturer believes his suggested retail prices and the 
distributors’ costs have a spread that provides the dis- 
tributor with sufficient gross profit, and that supplier is 
using the indication of this sufficient profit margin as a 
sales point in getting a distributor to handle his line, then 
is this supplier selective enough in the quality and quan- 
tity of the distributors he franchises to insure that this 
sufficient gross profit will be a reality to a distributor 
rather than just a sales point emphasized only at the time 
of franchising? 

When Gilson’s executives find that any one of the 34 
suppliers who indicated that there is sufficient profit in 
their pricing are standing by while the line is being foot- 
balled regularly, they have evidence justifying their say- 
ing to such a supplier “. . . if it is your sincere opinion 
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rather than an exclusive policy we do not place a re- 
striction on our approved distributors preventing them 
from carrying a ‘second line’. We believe that when one 
of our distributors feels that a second line is required, 
there certainly should be an understanding between both 
parties as to the reason.” 

Other manufacturers qualified their stand. Said one: 
“You will note we are somewhat inconsistent on 
whether a distributor should handle our line exclusively. 
The reason is we do not have as broad a line as 
some others in our field with the very important omission 
of (one type of specialized product). Therefore, to in- 
sist that a distributor be exclusive with us would penalize 
that distributor. With all those things which we do manu- 
facture, mainly ————, we feel that we can give a dis- 
tributor everything he needs in the way of service, qual- 
ity, protection and mainly help... .” 

Another commented: “We do a good job of national 
advertising. We try to boost our brand name. We guar- 
antee everything we make unconditionally. While we 
would like a distributor to sell our products exclusively, 
and we have a lot of them, we don’t insist on this because 
we get a lot of business from (two competitors’) jobbers 
who also like our line and prefer many of the items. 

Another was clear in his comment that “. . . it is 
not normally economical for a distributor to handle more 
than one line of (specialized equipment). In the event 
that a distributor desired to carry duplicate lines, we 
would suggest strongly that he support one line or the 
other.” 


that your profit ratio is right, and you believe it is a reason 
a distributor should handle your line, why are you not 
selecting distributors who need that profit to be able to 
give your line the same promotion, service and ware- 
housing, etc., that we give it?” 

Martin and Figroid believe that most lines they carry 
do provide a sufficient gross profit for the full-function- 
ing distributor selling in a firm market. Behind their 
questions here is their concern—the same as that of 
hundreds of distributors elsewhere—about meeting com- 
petition which is franchised without the condition that 
they will perform the full functions that the majority of 
customers expect from an electrical supplies distributor. 
The partners know that no manufacturer price-fixing is 
needed, practical or legal—they know that no collusion 
on price between distributors in any market area is any 
more practical than it is legal—they do know that a firm 
market results when a manufacturer demands the same 
services for his line from every distributor, and when he 
selects distributors who can and will perform these ser- 
vices. With those conditions, the present profit ratio is 
sufficient for the efficiently-managed, market-developing 
distributor. 

From two of the manufacturers who answered neither 
“yes” nor “no” came these explanations. Said one: “We 
do not have a suggested resale. Our trade price sheets 
are the prices we would quote that class of trade if we 
are asked to quote. Our distributor must, in turn, estab- 
lish his trade prices based on his needed profits and his 
competitive situation.” The other supplier commented: 
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For Responsible Electrical Distributors?’ 


dictate to the distributor the profit margin he should make 
on our line...” 


“We do not publish a suggested resale sheet for the defi- 
nite reason that we do not feel we should in any way 


They Look At OEM's and Local Stocks 


We Sell OEM’s Direct ; 
Do You Make Direct Shipments of 
Standard Stock Merchandise from 
Your Local Warehouse for Your Dis- 
tributors at No Additional Cost to 
Him?.... ey! ; Yes-21 No-12 


These questions were not paired by Martin in his 
questionnaire, but they are grouped here because both 
relate to the distributor’s concern about trade diversion. 
Gilson Supply has had some unfortunate experiences in 
developing small manufacturers’ OEM business, only to 
lose the business when it got big enough to be profitable 
to Gilson—and likewise profitable enough for the manu- 
facturer to handle it directly. 

Martin and Figroid asked the second question because 
they feel that when a manufacturer puts in a local ware- 
house, it can be in direct competition with Gilson. The 
San Francisco Bay Area, although one of the most con- 
servative marketing centers in the nation, has had its 
share of fringe distributors, the partly-distributor, partly- 
broker operations to whom the availability of direct ship- 
ments from a manufacturer’s local stocks is a keystone 
to their ability to operate. 

Gilson Supply, along with the many other full-function- 
ing distributors in the market, have suffered when their 
suppliers’ policies were loose regarding the direct ship- 
ments. However, since Martin asked the question, manu- 
facturers have made so many changes in their methods 
of pricing direct shipments—putting the legitimate ser- 
vicing distributor back in the competitive picture—that 
the answers to the questionnaire lose much of their im- 
portance. 

Of interest, however, are comments from letters sup- 
pliers added to the returned questionnaires. “One of the 
most important points concerning our distributor policy 
is that while we do maintain local warehouses, it is 
for the very definite purpose of backing up our distribu- 
tors’ stocks only, and not as a substitute for them,” one 
manufacturer pointed out. Said another: “We have always 
maintained a small local warehouse in the Bay Area. 
We maintain such small emergency stocks in all of our 
major district offices. Based on our annual inventory 
figures, we would estimate that less than 5 per cent of our 
equipment would come out of that local emergency stock. 
Furthermore, we would estimate that approximately 75 
per cent of such shipments are penalized at our standard 
rate.” From another supplier, this statement: “We ship 
anywhere you say, to any of your customers, and we 
don’t penalize you. We carry a good warehouse stock in 
San Francisco that tries to assist.” 

Some suppliers offered comments on their policies 
toward selling OEM's. “We sell OEM accounts direct, but 
at a price that the distributor can in turn sell the same 
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account if he so desires . . . we do not force the OEM 
to purchase our equipment through a distributor if he 
elects to do otherwise,” indicates one manufacturer. One 
states: “We sell OEM’s—but only specially designed 
items which are not in our catalog.” From another sup- 
plier, there is this report: “Our company sells a few 
OEM accounts on a direct basis. These accounts . 
were established many years ago prior to the advent of 
adequate distribution for our products. We do not sell 
any OEM’s in your market area.” One supplier discussed 
the problem it expected to face when, for profit reasons, 
it opened a particular regional warehouse. “We were 
scared to death of what would happen to our distributors’ 
stocks because of the local availability of our equipment.” 
However, the supplier reported to Gilson, “. . . . our 
distributors’ stock rose.” He attributes that to stringent 
maximum discount and prepaid freight qualifications, 
plus the fact that the manufacturer retained the option 
of selecting the shipping point. 

e Suppliers Appreciate Questions—The reaction to the 
frank requests for statements of policy was well received 
by the majority of Gilson Supply’s suppliers. The re- 
sponse, both in the questionnaire and the accompanying 
letters indicates the need for more effort by distributors 
and manufacturers to establish better communications, 
says Martin. 

“We appreciate the opportunity to tell you about our 
company . ” one manufacturer stated in closing his 
two page letter to Martin. “We appreciate your question- 
naire, it’s very good,” commented another supplier. “If 
you have any further questions, please do not hesitate to 
call on us for we both benefit from these clarifications,” 
one correspondent stated. The questionnaire from Martin 
inspired one manufacturer to delve this deeply into sup- 
plier-distributor relationships: 

“I wish more of us in the industry would occasionally 
do some soul-searching in an endeavor to find some of 
the answers to the many problems besetting the industry 
We, here at ————. are firm believers in what we think 
is a fine old American custom, and that is to make a 
profit. We want to make one . . . we want each of our 
distributors to make a profit .. . we want your customers 
to make a profit. And . . . we must all earn that profit— 
manufacturer, distributor and contractor. We must earn 
it by the product we produce, the service we give, the 
investment we make, the credit we extend, the know- 
how and the fruits of our labors. None of us has the 
right to carve it out of the other's hide . by sharp, 
unethical business practices, by selling down instead of 
up, by over-extending credit, by permitting unearned 
discounts, by getting somebody off the hook because ‘he 
took it too cheap’. I wonder how much the industry 
has lost by taking that second look? We've got to learn 
to say ‘No’ . and Oh, how we've got to learn how 
to sell!” 











What Is the Distributor's Role 


OR a long time, there has been a constant tug of war between the distributor 
and manufacturer in relation to the negotiations and sales of engineered 
products. 

As one distributor sees it: “There is a distributor-manufacturer ‘pull’. One wants 
the greater lead.” Most agree, however, that there is a need for more understand- 
ing and cooperation between the two groups to help solve the conflict. 

e Two Lines—Electrical distributors see two clear-cut lines in the sale of en- 
gineered products: first, the manufacturer is essential in passing along to the 
potential customer technical information about products and applications. Second, 
all other negotiations should be initiated and handled strictly by the distributor. 

Because the lines of distributor-manufacturer functions in the sale of engineered 
products are not clearly defined, ELECTRICAL WHOLESALING here is attempting 
to focus directly on the problems involved in this conflict of thinking. In a recent 
EW survey among distributors throughout the nation, this conflict was described 
as “a pressing problem and one of the greatest factors affecting profits.” 

The survey shows that the majority takes exception when the manufacturer 
steps into price negotiations, for example. Distributors prefer to handle price them- 
selves in order, they say, to make a necessary profit margin. Most wish to handle 
the sale and financial negotiations to retain distributor-customer cooperation and 
to provide continued good service to. the customer. 

As one distributor says: “There is normally justifiable resentment on the part 
of the distributor when the manufacturer sets price. It’s a question of the distributor 
maintaining his self respect in the market place.” 

Because of this apparent situation, EW will welcome additional comments from 
both distributors and manufacturers regarding their attitudes and solutions. If you 
wish, we will keep your remarks anonymous. 

Following are remarks made by one manufacturer, and verbatim replies to four 


questions from distributors throughout the nation. 


A Manufacturer Says 


“In the apparent conflict the distributor has a 
general belief that on transactions which might be chan- 
neled through him, he participate fully in and control 
all negotiation strategy. I suggest that on a transaction 
involving heavily engineered equipment such as unit 
substations, it is next to impossible for a manufacturer 
to allow this. 

“Due to the engineering aspects alone involving the 
communication of technical data, the manufacturer 
would need direct contact with the customer during the 
negotiation stage, whether he be an industrial or a con- 
tractor. Commercially speaking, most manufacturers of 
this type of gear employ selective multiple distribution. 

“By the same token, most distributors represent more 
than one manufacturer of a particular product group. 

“It is therefore possible, if not probable, for more 
than one distributor to be involved on an _ individual 
transaction with a particular manufacturer. Accordingly, 
it takes little imagination to visualize the confusion which 
would result from one or more distributors controlling 
negotiation techniques, particularly in contractor work 
which involves more than one potential contractor cus- 
tomer prior to bid awarding.” 
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Distributors Say 


1. What is your overall opinion of the distributor- 
manufacturer conflict in thinking concerning sales of en- 
gineered products? 

Where a job is basically initiated by the distributor, 
all control should go back to that distributor because he 
is initiating it.—Chicago, III. 

ieee 


We look for a half-way point on this conflict of think- 
ing between the distributor and manufacturer. We try 
to select a middle plan of action, with the manufacturer 
working alone at the engineering angle, while, at the time 
of the sale, the company moves in, preferring to work 
alone with a close customer. However, if the case is bor- 
derline, the company works with the manufacturer at the 
point of sale, too—Dallas, Tex. 

The problem is not too clear-cut. The variables of time, 
product, application and customer make a difference in 
each case—Detroit, Mich. 


It’s all right for the manufacturer to pass on technical 
information directly to the customer, but we don’t like 
manufacturers’ reps passing on price information to our 
customers—Louisville, Ky. 

As a distributor, we have an obligation to the manu- 
facturer to stock and actively promote the sales of his 


ELECTRICAL WHOLESALING—July, 1960 


In Engineered P 


products. On highly engineered items, the distributor 
must help the manufacturer locate applications for the 
products, even though the distributor is unable to supply 
detailed technical information to the customer—Oakland, 
Calif. 

* « 

We prefer to have the last word on any negotiations. 
if we let the manufacturer perform the selling duties, 
what does that leave for us to justify our existence? We 
insist on having one of our men go with the manufac- 
turer's rep whenever he calls on one of our customers. 
The truth is: we would rather the rep just stayed out of 
the picture unless we specifically ask his help—Birming- 
ham, Ala. 

* * 

The engineering aspects should be handled by the 
manufacturer’s representatives; all price negotiations 
should be handled by the distributor—Chicago, Ill. 


* * * 


Problems arise in manufacturer-distributor relation- 
ships when the factory policy is distribution through more 
than one channel. Manufacturers would recognize the 
distributors’ needs to work exclusively with a particular 
customer if exclusives were granted on particular prod- 
ucts. Basically, the distributor does fit in on some engi- 
neered item lines; on others, he does not. With the 
factory-utility line, there is little for the distributor to do; 
with the small or large manufacturer, buying a number 
for assembly, the distributor should participate—Dallas, 
Tex. 

* * * 

We feel worthwhile, qualified distributors with spe- 
cialists can adequately handle all engineering jobs, and 
will call for manufacturers’ help when needed; however 
we should have full control of negotiations—Cleveland, 
Ohio. 

* * a 

If a manufacturer has a policy of working through 
distributors on electrical equipment in general, then every- 
thing he sells should go through distributors—Atlanta, 
Ga. 

pies 

There are certain technical products that the average 
salesman would hardly be qualified to discuss thoroughly. 
Unless a distributor has a technical department, the manu- 
facturer’s assistance in customer contact is a necessity. 
The jobber’s contribution to the electric industry depends 
on whether he can make a profit; if the manufacturer 
is hungry for business to the point where his price nego- 
tiations leave no profit for his distributor, the distributor 


has no protection—Los Angeles. 
ee. 


This is one of the biggest evils of the industry. It could 
be avoided if there was a closer liaison between distribu- 
tor and manufacturer. The distributor should be taken 
more into the manufacturer’s confidence, if and when 
possible. This would alleviate confusion, friction and lack 
of a fair information balance—Chicago. 

oa x ~ 


In some cases it is vital that the distributor be in the 
original negotiation, particularly in regard to credit— 
Dallas. 

* - * 

We like to make the contacts with the customers, and 

think this is the way it should be done—Columbus, Ohio. 
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roducts Sales? 


e . . 


We need the manufacturer’s direct contact with our 
potential customer to pass along technical data. But we 
object when the manufacturer insists on quoting prices 
Price negotiations should be handled between the cus- 
tomer’s purchasing department and the distributor only 
Los Angeles. 

The distributor should control all negotiations. Even 
if the manufacturer visits the customer, the rep never 
gets down to the working level in the engineering depart- 
ment. Maybe he sees one or two engineers and then leaves 
town. Customer engineers farther down the line get the 
word from their officials, but by then, it’s pretty well 
filtered down and the “sub engineer” calls the distributor 
to find out what’s going on. Much effort would be saved 
if the initial contact were made by the distributor 
Seattle, Wash. 

. « 

The distributor should and does handle the sales, which 
include knowledge of technical data at our company. We 
see to it that our men are competent and capable of 
this type negotiation. Although we do call on the manu- 
facturer in some cases, he should not do the direct selling 

Rockford, Il. 

* * + 

All quotes and transactions should be cleared through 

the distributor—Akron, Ohio. 
* © 

Our relationship with the industrial account is usually 
better. We can do a better selling job because our people 
know these customers and call on them constantly. Also, 
we think the manufacturer might use high pressure sales- 
manship and hurt general relations with the customer— 
Nashville, Tenn. 

* . 

There just isn’t enough commission in engineered 
products to justify the distributor handling all the nego- 
tiations—Seattle. 


2. Do you work extensively with the potential customer 
regarding technical product information, or do you leave 
this up to the manufacturer? 








Does there have to be a tug-of-war? 


Wherever possible we work extensively with the poten- 
tial customer. Because there is a distributor-manufacturer 
“pull” we try to act as middle men, especially in original 
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What Is the Distributor’s Role? (cont.) 





equipment manufacturing. We do not let manufacturers 
take business on a direct basis—Chicago. 
. * = 


We assist except in engineering—Dallas. 
* * 


We work with customers extensively and make sure 
that personnel are well trained and kept abreast of cur- 
rent developments—Detroit. 

*e * 4 

We work to the limits of our ability with our custom- 
ers, which breaks down to a 50-50 percentage—Colum- 
bus, Ohio. 

. + * 

We carry too many products to be well enough in- 
formed in detail on any one product. Therefore, we lean 
on the manufacturer to supply technical data much as he 
leans on us to move his standard items. We are a two-way 
street, in a sense—Oakland, Calif. 

* * * 

We either give technical information to the customer 
ourselves or get it from the manufacturer—Birmingham, 
Ala. 

* * 7 

In most cases, we leave technical product information 
up to the manufacturer because it’s his prerogative and 
because he takes the initiative of going straight to the 
user—C hicago. 

* * * 

I size up the problem to see whether I can cope with- 
out the factory’s help. If not, I prefer to use a factory 
man who does not have four or five outlets to steal our 
customer—Dallas. 

* * * 

We handle engineered product information ourselves 

about 75% of the time—Dayton, Ohio. 
* * * 

We do it ourselves. Our technically trained people know 
more about this than the manufacturers’ reps—A flanta, 
Ga. 

* cod * 

We prefer working extensively with the potential cus- 
tomer on technical product information. We try to keep 
manufacturers out of it, and do our own engineering- 
Chicago. 

Confusion and misunderstanding sometimes prevents 
us from working extensively and exclusively with the 
customer—Dallas. 

*“ * @ 

Cooperation with the manufacturer is good when pre- 

senting technical data to the customer—Fort Worth, Tex. 


3. Do you handle negotiations on engineered product 
sales? 

Yes. The company expects to participate at the time 
of the sale since this greatly increases favorable odds with 
close customer. Too, the distributor is able to handle such 
problems as credit which might arise—Dallas. 

* * a 

We call on the manufacturer only when we feel we 

are no longer able to assist the customer—Dertroit. 
* * * 

Yes. We feel we are well enough established to pro- 
vide information. In some cases, manufacturers with dual 
distributor policies could cut us out—Akron, Ohio. 

te Bd * 

If we actively promote the products of the manufac- 
turer, we should have the right to determine price. There 
normally is much resentment—and justifiable resentment 
—on the part of the distributor when the manufacturer 
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sets price. It’s a question of the distributor maintaining 
his self respect in the market place. There has been a 
tendency for manufacturers to set up suggested retail 
prices in a comprehensive program. I have no objection 
to this if the manufacturer realizes that percentages have 
gone up over the years, and that the common 5% mark- 
up of 20 years ago no longer is sufficient for the distribu- 
tor. It is not the place of the manufacturer to negotiate 
price, even though he is supplying technical information. 
That’s the business of the distributor—Oakland, Calif. 


We're pushed out of the picture if we don't take 
charge of all other negotiations—Birmingham, Ala. 


o * 


We don’t need a manufacturer’s rep to tell us how 

much gross profit we can make—Atlanta, Ga. 
x oe * 

We have found such activities on the manufacturer's 
part embarrassing. On several occasions, good customer 
relations have suffered when the manufacturer has forced 
us to accept a lower price—Los Angeles. 

* + 

Our policy has been to refuse an order from a manu- 
facturer when we consider his price is too cheap. This 
is the only pressure that we, individually, can apply on 
the manufacturer. Therefore, we attempt to handle every- 
thing ourselves—San Francisco. 

* * * 

I prefer to handle all negotiations on engineering prod- 
uct sales because I can arrange timing of payment as 
well as supply the price. The distributor is much better 
equipped to control the scheduling than is the manufac- 
turer, particularly in regard to timing of the payment— 
Seattle. 

We prefer to handle all negotiations. We often have 
our man go with the factory rep, but we want our man 
to actually do the negotiating. The manufacturer’s man 
may not care whether we make any money. We know that 
the operating overhead of a distributorship ranges from 
11 to 17%. This means we have to play the profit close. 
Fractions of percentage points become important—Ar- 
lanta. 

oa * * 

If a manufacturer insists on quoting prices, we will 
by-pass him in favor of a supply source whose policy it 
is to leave this to the distributor. We find in many in- 
stances that our customer will not negotiate price with an 
engineering staff—Los Angeles. 

* * * 

A distributor shouldn't have to accept an order under 
$500 at less than 15-20%. An order from $1,000 to 
$5,000 should get about 15%; an order of $5-10,000 
should get no less than 10%. For orders exceeding 
$10,000, the figure should be about 5%. This seems a 
fair breakdown. But the most we are getting is about 
10% for a contract upward to $2,500, and 5% for any- 
thing exceeding this—Los Angeles. 


4. What would you suggest as a solution for resolving 
this distributor-manufacturer conflict of thinking? 

Attain a closer mutual-trust relationship and work 
together through meetings, discussions and exchanges of 
information. There would be more fair play and better 
cooperation if the manufacturer would build up con- 
fidence for his distributor instead of withholding in- 
formation—Chicago. 

There should be compromise. This permits manufac- 
turer participation on engineered products but allows 
the distributor to take charge of sales—Dallas. 
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A limitation to the number of distributors appointed 
by the manufacturer will make for a better working 
relationship between the two in providing technical in- 
formation and more sales to customers of these engi- 
neered products—Detroit. 


& 


Trained personnel can help solve problems. 


The conflict could be solved if distributors staffed 
qualified men. Properly informed salesmen don’t need 
much help from manufacturers—Louisville. 

* ca ak 

The manufacturer should choose his distributors more 
carefully—Cleveland. 

Manufacturers must cooperate more with distributors. 
They have come to realize that everyone along the line 
is entitled to his profit. However, some distributors are 
asking for trouble when they ask the manufacturer to 
set the price for the customer and give them a percentage. 
It’s a serious problem. It hasn’t stopped completely, and 
it probably never will—San Francisco. 

~ * * 

I think the solution is coming. I see it more every day 
in the form of selective distribution. The major manu- 
facturers are eventually going to come to the point where 
they'll stop making their products available to every 
distributor in town. This will help the problem consid- 
erably—A tlanta. 


Keep manufacturers out of price negotiations and 
establish a basic margin of profit for the distributor. 
This would mean limiting the manufacturer to just en- 
gineering details—Chicago. 


* 


Selective distribution wili solve the problem—Dallas. 


We've made mutua! confidence and trust work in our 
market area because we've wanted to make it work 
Columbus, Ohio. 

& * bed 

Solution to the problem lies at the management level 
I would like to see distribution management willing to 
lose business in preference to accepting a low profit 
order. Collectively, we could make it hard for manu- 
facturers to sell their products. Collectively, we could 
control the price transactions that the manufacturer now 
sees fit to handle. I would like to see the pooling of our 
cooperation put on a 90-day to a six-month-period trial. 
There are many of us who would cooperate, collectively, 
but there are others who haven't given us that confidence. 
Until then, we must accept the situation as it is—Los 


Angeles. 
* 
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The manufacturer must place his confidence in the 
distributor. The distributor should be in the same rela- 
tionship to a manufacturer as is the lawyer to his client. 
There is no more reason to suspect the distributor of 
suspect the lawyer—Seattle 

+ 


breaking confidence than to 

* * 

We must determine who functions as to what, when 
and where—Chicago. 


If the distributor proves he is capable of handling the 
transaction he should be given the opportunity to do so. 
Dallas. 


This problem must be solved by each distributor based 
on his own ability to handle engineering problems. Prop- 
erly staffed, distributors can handle engineered products 
capably—Akron, Ohio. 

. -“ * 

The need for reliance of the manufacturer on the dis- 
tributor is primary and is the greatest lack today. There is 
a need for more trained and experienced distributors 
with engineering backgrounds. Filling this need would 
bring a closer trust and balance to the manufacturer- 
distributor relationship—Chicago. 

* * * 

Collective action in refusing an order is not possible, 
although it could solve the situation. We should refuse 
small profit orders, but we don’t—Los Angeles. 

* * . 

We necd better educated distributors and better trained 
personnel—Fort Worth, Tex. 

Unfortunately, the manufacturer tends to become 
greedy, which causes antagonism. If the manufacturer 
would try to teach and enlighten the distributor on new 
products, there would be more of a balance, and the 
cost of distribution would be cut. Giving the distributor 
a chance to become acquainted with new products would 
bring about closer working conditions and less antago- 
nism, making the manufacturer-distributor relationship 
one of participation and cooperation—instead of a fight 
for control. This fight must stop, or neither the manufac- 
turer nor distributor will make profits—Rockford, IIl. 








The distributor benefits by handling price. 


The industry being competitive complicates the prob- 
lem. But the solution is clear. The manufacturer must 
keep out of price negotiations. This calls for cooperation 
and good faith of both manufacturer and distributor. 
Assuredly, there is always the manufacturer who doesn’t 
care if the distributor doesn’t make a living profit. There 
is always the jobber who is hungry enough to accept an 
order no matter how ridiculously cheap it may be—Los 


Angeles. 





They Came to Hear About 


A One-Price Policy 


A new residential lighting fixture pricing policy was in- 


troduced recently to contractors by Massachusetts Gas 


& Electric Light Supply to obtain more business 


ONE-PRICE policy designed to 

keep the residential lighting fix- 

ture dollar in the hands of the 
distributor and contractor has been 
initiated at Massachusetts Gas & Elec- 
tric Light Supply Co., Boston. 

For many months, the firm’s light- 
ing officials have found that potential 
customers are being scared by price 
and are going to retail stores to pay 
less for residential fixtures. As a result, 
both Mass and the contractor 
customers were losing much business. 

“More and more, the residential 
lighting fixture business is becoming 
a retail home furnishing business.” 
Jason Weinreb, director of the light- 
ing department, “Retail outlets 
are supplying highly styled and ex- 
pensive fixtures directly to consumers. 

“This is understandable. The elec- 
trical contractor cannot be expected 
to spend his time selling high priced 


Gas 


says. 
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lighting to the fashion 
conscious home owner. That's our 
job. We have the facilities, the per- 
sonnel, the time.” 

Weinreb emphasizes that because 
of this situation, it is necessary to 
look at the fixture business realistically 
and carefully—and to take appropri- 
ate, far-sighted steps to gain and keep 
the profits and commissions. He adds 
that if the distributor does not, the 
department stores, discount houses 
and even hardware stores “will surely 
walk off—hands down—with our fu- 
ture.” 

The distributor official believes the 
industry has done a “superb job” of 
confusing customers with meaningless 
and senseless discounts. 

“Discounts are quoted which range 
from nothing to 50% and 25% off the 
tag price,” he adds. 

e A Change—lIn an attempt to over- 


decorative 


come the current situation, Mass. Gas 
& Electric officials initiated a slogan 
for more profits. The 
“Target for 1960” —empha- 
sizes an attempt to protect and in- 
crease the share of the lighting fixture 
market and to make business better 
for both the distributor and con- 
tractor. 

Io make this slogan a success, the 
company put into effect last May a 
one-price policy, with all prices 
plainly marked on fixture tags. 

“In most cases, these prices under 
the new system will be lower than 
those found anywhere else,” Weinreb 
says. “With the new price policy, we 
will be able to compete strongly for 
the consumer dollar. At the same 
time, we will be able to assure the 
contractor of his commission.” 

e A Cut—In deciding to take a re- 
duction in the firm’s normal price 


and a policy 
slogan- 
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markup, Mass. Gas & Electric, in 
effect, was prepared to take less profit 
on each individual sale. However, of- 
ficials believe this is necessary to at- 
tack successtully the popular price 
lighting fixture market. 

Weinreb emphasizes that even 
though profits will be less on indi- 
vidual sales, volume will increase, and 
both the distributor and contractor 
will gain larger profits and commis- 
sions than previously. 

“This is how we will inspire lag- 
ging customer confidence,” the light- 
ing director says. “This is how we 
will keep the consumer from running 
off to the discount houses and depart- 
ment stores. This is how, with prices 
realistic and competitive, we shall cap- 
ture and hold the consumer dollar.” 
@ Quality Stressed —In announcing 
the new policy last May at a meeting 
attended by 45 members of the Bos- 
ton chapter of the Massachusetts 


modern 
showrooms 
AT ALL FIVE STORES 
diversity in 
lighting for 
the application 
of your choice. 














Electrical Contractors Association, 
distributor officials urged the con- 
tractors to sell the new home buyer 
on good lighting ideas (see meeting 
picture, opposite page). 

“In this way, customers will be as- 
sured of lasting satisfaction, and job- 
ber and contractor alike will receive 
more substantial profits than ever be- 
fore. Don't many electrical 
contractors seem to do—let the better 
Weinreb con- 


as SO 


business go elsewhere,” 
tinued. 
© TV Ad Sponsorship—lIn an all-out 
cffort to capture the fixture market, 
Mass. Gas & Electric began sponsor- 
ing a weekly evening newscast on a 
local television station last May. Dur- 
ing these newscasts, a prominent part 
of each commercial will suggest that 
potential customers contact their elec- 
trical contractor to discuss lighting. 
“The contractor functions in the 
Same capacity as a home decorator,” 
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NEWSPAPER advertising, such 


radio advertising, 
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as shown here, 


to inform the consumer of the need for 


is being stressed, 


better lighting 


along with TV and 


Vice President Efrem Weinreb says 
“We believe it is equally important for 
a home to be smartly decorated as it 
is to be efficiently lighted.” 

The vice president estimates that 
more than 500,000 persons watch this 
weekly program, and will be shown 
new designs and trends in lighting dur 
ing the commercials. 

“We feel that through 
range television campaign, 
with our proposed radio and news 
paper advertising, we will enlighten 
the public and discover substantially 
and profits,” the 


this long- 
together 


increased sales vice 
president adds 

“Now is the time, 
before, for us to be partners 
with our contractor customers in the 
residential lighting business. If we do 
this, we both will soar with the soar- 
ing “60s, and will grow into an indus- 
try of stature and importance—and 


more than ever 


close 


we will gain the profits that await us.” 





and port 
Mass 


room for crystals 


SEPARATE 


able lamps ts maintained at Gas 


lighting is shown 


OUTSIDE and garden 


in the firm's remodeled showroom 








WANT TO BECOME A 


All it takes is $15 


and 20 hours of your time 





here’s 
what 
you getpP 


62 


1. Order these books 


The 20-Hour Electrical Course is aimed at building a basic 
framework of electrical understanding with the minimum possible 
time and money investment. Designed for the individual salesman 
desiring a planned approach toward this end, the course also can 
be adapted by distributor management for a group. 

But a well-rounded understanding of electrical technology is 
only one benefit of taking the course. The real reward comes in the 
application of the acquired knowledge—knowledge that can help a 
salesman become more useful to his customers, knowledge that can 
help him increase his sales and earn more income. 

A final benefit is in the form of the three books, which will serve 
as a ready-reference library. The total cost of the course—$15—is 
represented by the cost of the three books: ‘““Elementary Applied 
Electricity” ($4.50), “Electrical Equipment Manual” ($4.00), 
“Electrical Systems Design” ($6.50). 
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TECHNICAL EXPERT? 
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Pet techarce! pumch im your selling — tobe this 


20-Hour Electrical Course 


COURSE GRADS 


‘The course gave me a better 
over-all understanding of electri- 
cal applications” San Diego, 
Calif. 








“Provided an all-around source 
—___—_—___ of information to put to use in 


sveryday problems confronting 
2. Follow this outline erexylay peciions contventing 


gineers’—Pittsfield, Mass, 





“T found the course very help- 
ful in teaching my salesmen the 
fundamentals of electricity. I 
feel that our sales climate has 
improved since using the course” 

Mansfield, Ohio. 


20-Hour Electrical Course Test == = | “It was a good review of the 
oe ST : ene ese technical background necessary 
to a salesman for him to do a 

good job of selling” Williams- 


port, Pa 


“T found it very helpful in giv- 
ing me some idea of the theory 
of electricity”—Tupelo, Miss. 








“T found that the knowledge 
gained through the course has 
helped me to work very success- 
fully with plant engineers, archi- 
tects and contractors. It has giv- 
en me the background in basic 
electricity and engineering de- 
sign necessary for a sales engi- 
neer representing an electrical 
r { Exemnen 6 5 wholesale house” Battle Creek, 
HOME-STUDY ELECTRICAL COURSE er Mich. 

ssiieatile 


ELECTRICAL WHOLESALING Magazine 
ards thes 











Certiticate of Achievement to 
> ern ee ere ee 


g 7 
froin Sve Dept. 270-059 
Electrical Wholesalir 
330 W, 42nd St. | 
New York 36, N.Y. | 
| 


Please send me ets of the 
3-book 20-Hour E Seermar awe Course, 


| 
I 
| 
| 
| 
l 
| 
| 
| 
“a ao a a3 Pes Pr x : “ | Enclosed is full payment of $ 
ttt _— ‘ — _—- 1 at the total cost per set of three 
Wi * di l books of $15, postage paid, 
4. Win this diploma * 
ann 
I 
I 
! 
| 
| 
| 
l 


Address 


State — 


| 

| 

| 

! 

| 

| 

l 

| 

— | 
City wets ae: i 
=. 7 
= 


MAIL THIS COUPON TODAY > (eee 
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Now.. . from the 


company that created 


the tapes used in 


the satellites... 
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MYSTIK BRAND 


a plastic electrical tape of SUPERIOR QUALITY! 


When you “talk tape’ to your customers, Mystik BrRanp 
No. 6407 Plastic Electrical Tape gives you a lot to talk 
about. It’s made by the same company that introduced 
silicone adhesives—the company which created the hi-lo 
temperature tapes used in the U. S. satellite and missile 
program. Here’s a tape that sells itself! 

Mystik No. 6407 offers high dielectric strength and high re- 
sistance to oil, acid, weather and wear that mean trouble-free 
performance. It also offers fast adhesion and extra conform- 


MYSTIK ADHESIVE PRODUCTS, INC. 


2635 N. 


64 


KILDARE AVE. 


ability which save your customer taping time and money. 
Mystik No. 6407 stays “‘factory-fresh”’ longer because it’s 
packed in a sturdy metal can that preserves its fine qualities 
—a can that helps build customer satisfaction and repeat 


business. 
* + * 


Call your Mystik Brand Representative today. Ask him to tell 
you the Mystik Brand story—and to give you full facts about 
our special offer on No. 6407 Plastic Electrical Tape. 


PAY EL G 


BRAND 


SEtF-STIK 


* CHICAGO 39 
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“NO!... 
we WON'T sext virect” 


That is our reply to every request for direct 
selling. 


As specialists in the design and manufacture of 
electrical fittings, we recognize the Distributor as 
specialist in his field—namely, Sales . . . Service... 
and Local Inventory. 65 years of experience has 
convinced us that wholesaler distribution reduces 
the selling price of electrical supply material to the 
user. Therefore, our policy of exclusive distribution 
through the electrical wholesaler is essential to our 
planning for present and future expansion. 


N. J. MacDonald 
President 
THE THOMAS & BETTS CO. 
Incorporated 


Without any reduction in emphasis on our familiar, well-established shelf goods, 
we are moving—with additional new lines of products—into such fields as Original 
Equipment and Electronics; markets which have tremendous potential. In these new 
markets we will, as always, rely upon the Distributor as our selling force to the end 
user; and we, in turn, will continue to offer our wholehearted cooperation through 
the T&B Plan. 








N. J. MacDonald 


POINTS FROM THE T&B PLAN In action 


(Unchanged in 25 years) 
The Thomas & Betts Company: 


7. will pioneer in developing New Products 
for new uses; and Improvement of 
Present Products 


. will maintain Highest Product Quality 
through recognized quality control 
methods 


. will build Product Demand through 
space advertising, direct mail and sales 


1. will maintain a liberal Price Protection 
Policy 
. will maintain a liberal Return Goods 
Policy 
. will maintain a One Price Policy with- 
out discrimination 
. will bill T&B material only to Author- 





aaa ELIZABETH. NEW JERSEY 


ized T&B Distributors 


. will make available the services of T&B 


Engineers on “‘special’’ as well as stand- 
ard customer requirements 


. will provide the services of Factory- 


Trained Representatives to aid in prod- 
uct sales meetings, inventory control 
and technical help 


promotion campaigns 


. will constantly yp the Electrical 


Distributor through national advertis- 
ing integrated with general promotion 


. will supply the Distributor with Promo- 


tion Materials and Sales Aids 


. will keep Price and Product Informa- 


tion up-to-date at all times 


THE THOMAS & BETTS CoO. 


INCORPORATED 
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— IN CANADA. THOMAS & BETTS. LTD. MONTREAL 








This is the new No. GE 4091 
grounding outlet... 


LLL LL 


New GE4091 grounding outlet gives tighter terminal con- 
nections — Your customers will be amazed to find that 
these screwless Pressure-Lock* terminals grip tighter than 


binding screws (242 times tighter, as proven in laboratory 
tests). Yet wires may be released easily, when desired, by 
pressing a regular-sized screwdriver into release slots. 


...and here are the General Electric plus” 


Safer — G-E Pressure-Lock terminals Permit more convenient wiring — Each 
are totally enclosed, to protect against Pressure-Lock terminal takes 1 or 2 cut 
shorts — won't loosen under vibration or wires, or 1 wire plus a loop. “Captive” 
temperature changes the way screws do. mounting screws facilitate installation. 


Clamp type grounding terminal gives 
tight connection. Order GE4091. Double- 
wipe contacts. 15A, 125V; U.L.-listed; 
meets Federal and REA specifications. 


You get more of the “plus” values your customers Specification, Standard, or Competitive Grades. Gen- 
eral Electric features and quality make selling easier. 


are looking for in G-E wiring devices — whether in 


*Trade-mark of General Electric Company 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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This is the new No. GE 5451 
heavy duty AC switch... 


2 PACy, 


“cw 


age. It stays as quiet as when new. Silver contacts, rugged 
construction and a special, arc-resistant body — give extra 
long life from this switch. 


New GE5451 20-A a-c switch has lasting-quiet action — The 
cam action in this new General Electric switch is superior 
to ordinary toggle actions that tend to become noisy with 


values that make them easier to sell! 


fe — 
Shallow design leaves more room for Sturdy, gold-colored mounting strap — 
wires — This feature, plus enclosed Won't bend out of alignment, and iden- 
Pressure-Lock terminals, give excep-_ tifies switch instantly as a high-quality, 
tional protection against wires shorting. 20-A, Specification Grade device. 


Captive mounting screws — Save time 
and tempers during installation. GE5451 
is rated at 20A/277 AC. It is U.L.-listed; 
meets Federal and REA specifications. 


representative. Or write: General Electric Company, 


Get complete proof of why it pays you to do business 
Wiring Device Department, Providence 7, R. I. 


with General Electric, from your G-E wiring device 


Progress /s Our Most /mportant Product 
GENERAL @@ ELECTRIC 
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PAT. NO. 2784010 
OTHER PATS. PENDING 


NEW TOMIC 90° 


FLEX-STEEL CONNECTOR 
WITH HINGED SNAP- , 


ic 90 
ey ed 
1 cry, zone, sta" ee — 


a ee 


Sold Through Wholesalers Only ¢ All Orders Shipped Within 24 Hours 


TOMIC SALES . ENGINEERING CORP. 


Manufacturers of today’s FINEST fittings 
20,000 Sherwood Ave. e Detroit 34, Michigan 
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6 New Ways to save your time... 
emer’ speed sales of 6-E 
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NEW FACTORY-PACKED DISPLAYS . . . WITH PRICE-MARKED PACKAGES 


Just set up and sell! 
NEW 4285 COUNTER DISPLAY 


Just slide from outer case and lock together . . . no need to 

spend time arranging stock . .. or pricing it. Stocked with 285 

lamps ... in the three most popular types . . . with quantities 

Takes only 13x17" —_ keyed to average user buying... 75 C6, 180 C7%, 30 D14...all 
of counter space me ¢ : : : 

in 5-bulb packs, assorted colors. Go after more impulse sales 


Suggested retail price $ 38.04 . . . with displays at several points in store. Shipping weight 


Suggested dealer price $25 51* 6 lbs. Order from your G-E Christmas lamp supplier today. 
cs 
Your profit $ 12.53 


#1565 FLOOR DISPLAY 


Tested and proved a sellout in hundreds of 
stores with high volume traffic. Takes only 
3 sq. feet of floor space yet it holds 1565 
General Electric Christmas lamps in 5 fast- 
selling sizes .. . all in 5-bulb packs except 
“Lighted Ice’. Set it up anywhere in 5 to 10 4 
minutes. No stock to shift... you’re in business © ate 
right away. Saves ordering time too, since . te Stey 
stock is balanced to average user demand. No etal Sei, 
need to figure how many of each type to order. 
Shipping weight 31 Ibs. 
Suggested retail price $241.13. Suggested dealer price $161.67* 
Your profit $ 79.46 


NEW #915 FLOOR DISPLAY 


Sets up anywhere . . . in five minutes or less... 
with stock all in position and priced. Think of 
the time you save—and how easy to display. 
No need to shift other items. Takes only a : 
little more than 2 sq. ft. of floor space. Holds APs ( by  theetaye 
915 G-E Christmas lamps in 5 fast-moving MALLS CONTE 
types. (All in 5-bulb packs except “Lighted COT iT ULES IC 
Ice”) .. . 90 D30, 180 C6, 75 D14, 120 D26, l 
and 450 C7. Shipping weight 23 Ibs. 
Suggested retail price $146.25. Suggested dealer price $98.04* #1565 

Your profit $48.21 edemen Meouses 
iniicieaneiiibiiniiibinaaisina 20” x 15" x 58” high 25” x 17” x 60" high 


MORE ON NEXT PAGE 
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NEW G-E TWIN-LAMP PACK 


Saves work...steps up “loose bulb” sales! 


Will help double sales over single lamp bulb displays. Already price-marked 
at NEW LOW PRICES .. . no need to stamp each bulb or put on stickers. 
Clearly marked “G-E” so customers know at a glance the quality they’re 
getting ... and you get full advantage from G-E advertising. Each customer 
selects . . . just the colors he wants. Easy to display . .. dump in bin or basket 

. . or use shipment tray. Available in solid or assorted colors in all types 
except Lighted Ice, Snowball or D25... in new 100-lamp tray units or in 
500-bulb case. Order from your General Electric Christmas lamp supplier. 


Sells two bulbs at a time instead of one 
.. . twins of same color. 


os 46 ‘ or 
be 
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Special SNOWBALL Assortment Deal 


Your customers will like this new General Electric Snowball lamp (for 
C7% strings) . . . especially when they see it in this lighted display. Snow- 
balls are snowy white 'til they light . . . in soft, non-glaring colors. Beautiful 
indoors or outdoors . . . and they decorate day and night! 120 of these new 
lamps in 20 cartons (assorted colors) plus free lighted display with 
6-socket string set and price card in one case. 


Suggested retail price $42.00 Suggested dealer price $26.84* 
Your profit $15.16 


Moot 
~~ Tei= #226 G-E LAMP ASSORTMENT 


CHR r 
STMAS 6 Includes FREE lighted display that attracts and demonstrates. Comes 


LAMPS 


ee ee ee 


with special 14-socket string set plus price card all in one case with 
these quick-selling new lamps: 96 D30; 80 D15 and 15 D27. Order 
either or both assortments from your supplier and attract more 
attention to ALL your G-E Christmas lamps. . . and string sets, too! 


Suggested retail price $54.26 Suggested dealer price $36.45* 
Your profit $17.81 


*All prices include Federal excise tax 


y 
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D40 B30 


SNOWBALL D26 LIGHTED ICE D27 D15 


TWINKLE TWINKLE 


DEPEMDasic 


New Low Prices on 7 of 9 bulb sizes... advertised to nearly 50,000,000 homes this Christmas 
to help you sell. Miniature Lamp Dept., General Electric Co., Nela Park, Cleveland 12, Ohio. 
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A MESSAGE TO AMERICAN 


INDUSTRY © ONE OF A SERIES 


Employee Gift Matching 


Another Good Way To Help 
Our Colleges And Universities 


The business community continues to make an im- 
pressive record in giving badly needed financial help 
to our colleges and universities. This year the Council 
for Financial Aid to Education expects that business 
contributions to higher education will be well over four 
times their total of about $40 million a decade ago. 

If these contributions, which were about $150 mil- 
lion last year, continue to increase at the present rate, 
they will hit the target of $500 million set for business 
aid to our colleges and universities in 1970. This is the 
amount which, the Council calculates, must come from 
business if these institutions are to have the money to 
do their job properly a decade hence. 

However, it would be a fine thing both for the nation 
and the business community if that $500 million dollar 
target were hit well before 1970. This would put us 
ahead of a schedule (it is a conservative schedule) in 
getting on top of what remains one of the nation’s most 
crucial problems—that of having its colleges and uni- 
versities adequately financed which they are very far 
from being right now. 

There is, we believe, one quite simple way by 
which financial support for higher education by 
business firms might be considerably speeded 
up. All that is required is that business firms 
generally abandon the idea that it is possible for 
every company to have a program to provide 
such support that is novel and distinctive, and 
that this is the only way that interests of prestige and 


good public relations can be served. 


There are nowhere near enough good plans to pro- 
vide financial help for higher education to equip even 
a small percentage of our business firms with one that 
is novel and distinctive. Also there are a number of 
very good plans which, so far as we can tell, lose 
nothing of their value for prestige and good 
publie relations by being used by a large num- 
ber of companies. 
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The Gift Matching Idea 


One plan with these attractive characteristics is the 
plan by which companies match the gifts of their em 
ployees to colleges and universities, and now increas- 
ingly gifts to independent secondary schools, So far as 
we can discover the general plan was invented by the 
General Electric ¢ ompany, with what it calls its Cor- 
porate Alumnus Program. Now, with variations on the 
same basic design, almost 100 companies have gilt 
matching plans. We at McGraw-Hill are included in 


this number. 


The gift matching plans vary considerably in de- 
tail. Some are limited to alumni of the schools to be 
benefited. In others any employee can participate by 
making a gift to an eligible institution, There are also 
variations in the maximum amounts of gifts by indi- 
viduals and to individual institutions which will be 
matched, Some companies have “open end” plans; 
others limit the total to be matched in any one year. 
All of the plans, however, embody the same central gift 
matching idea. 

When the plan was first launched some college ad- 
ministrators of little faith in the fundamental gen- 
erosity of the alumni and friends of their schools ex- 
pressed the fear that if gifts were to be matched they 
might be made smaller in the first place. The opposing 
view was that the possibility of having them matched 


would stimulate more and larger gifts, 


Advantages Of Gift Matching 


So far as we have been able to discover, the 
expectation that giving would be stimulated by 
gift matching has been validated by the experi- 
ence with the plans. This has been our experience 
at McGraw-Hill. Some other important virtues of the 


gift matching programs have been summarized by 














LEADERS OF SOME OF THE INSTITUTIONS 
WHICH HAVE SHARED IN THE McGRAW-HILL EMPLOYEE 
GIFT MATCHING PROGRAM EXPRESS THEIR VIEWS 


“We particularly appreciate the fact that your grant is 

unrestricted, and can therefore be used for our area of 

greatest continuing need — the General Education Fund, 
from which faculty salaries come.” 

W. Boyp ALEXANDER, Vice President and 

Dean of the Faculty 

Antioch College 


“We are grateful, not only for the financial support given 

to The Cooper Union by your company, but also for the 

stimulus it has provided our alumni in your employ to 
make annual gifts to their Alma Mater.” 

Epwin S. Burve t, President 

The Cooper Union 





“The gift matching program has a dual advantage. First, 
it acknowledges and repays a debt of honor to those col 
leges which, often at great loss to themselves, have trained 
and educated the men who are now among your personnel. 
This is most fair and equitable. Secondly, by offering to 
match up to a given limit the contributions of alumni, 
you encourage support of their own colleges on the part of 
graduates, who themselves are so indebted.” 
President Epwarp B. Bunn, S. J. 
Georgetown University 


“Thanks to your doubling of the annual gifts of one of 
our generous and loyal friends who works with you at 
McGraw-Hill, we are well on the way toward creating 
what for us will be an extremely helpful scholarship fund 
This would not have been possible without the gift match 
ing program.” 
C. Aprian Heaton, President 
California Baptist Theological Seminary 








Ernest T. Stewart, Executive Director of the American 
Alumni Council (1785 Massachusetts Avenue, N.W., 
Washington, D.C.) who would be glad to provide de- 
tailed information about them, and the names of com- 
panies having such plans. Of the gift matching idea 
he says, 
“First—it assures the corporation that its gifts go 
direct to those colleges and universities which 
have furnished it with trained manpower, 
““Second—it places responsibilities for the gifts on 
the institutions themselves and drives home the 
point that they must make a real effort with their 
own alumni. 
“Third—it leaves the final decision of corporate 


support basically to the employees.” 


For many companies which are fearful of compli- 
cating their relations with their customers by courting 
charges of favoritism if they provide direct financial 
support for any particular school or group of schools, 
this latter consideration can be of decisive importance. 

The gift matching plan also has what for many com- 
panies is the very important virtue of being simply and 
easily administered. Some additional virtues of the 
gift matching plan, as seen by officers of institutions 
which have been beneficiaries, are indicated in the box 


at the top of this page. 


Effective And Easily Managed 


We at McGraw-Hill are well pleased with our gift 
matching program. It is a broad program in which all 
employees and a wide array of colleges and universi- 
ties, both privately and publicly supported, are eligible 


to participate. We commend it as an effective and 


easily managed plan to provide urgently needed finan- 
cial aid to higher education. 


We also urge that business firms adopt this or 
one of a number of other very good programs 
of financial aid to higher education® rather than 
delay in the hope of hitting upon some quite 
new and distinctive plan. There are very long 
odds that such delay will prove unavailing. In 
the meantime our colleges will be losing finan- 
cial help which it is profoundly in the interest 
of the business community and the nation to 
see that they get—and get fast. 


*An earlier editorial in this series dealt with tuition supple- 
ments as another good way to help our colleges and universi- 
ties. Reprints of this editorial are available. So are copies of a 
“more or less socratic dialog,” entitled, A Business Wrestling 
with the Problem of Aid to Colleges and Universities. 
It was prompted by the efforts of McGraw-Hill to find suitable 
methods of providing financial aid to higher education 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 


or parts of the text. 


le 
PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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you’re always in the chips with 
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as 


a blue chip Company 
with blue chip products 


and here are TWEL VE 
BLUE CHIP POLICIES 


to support your bid for 
that extra business 








e* ee the 
A Lually blue chip symbol 


WIRING 
DEVICES that identifies all 


Hubbell distributors 


wussts 


HARVEY HUBBELL, INCORPORATED 
Rugged Wiring Devices srRinGEPORT 2, CONNECTICUT 














Design-matched lighting components 
all from one source cut call-backs 





Revere offers widest line of outdoor lighting 


No matter what the outdoor lighting job, Revere has the 
equipment for it. Revere offers a wide range of incan- 
descent, mercury and fluorescent lighting fixtures, cluster 
lights, hinged and rigid poles, transformers, and acces- 
sories. The complete Revere catalog is all you need to 
be in the profitable outdoor lighting business. 


Matched units for trouble-free installation 
You can cut contractor call-backs by ordering all com- 
ponents for an outdoor lighting job from Revere’s 
matched line. This assures you that the equipment will 
fit right for proper installation. It means one delivery 
from one manufacturer — no wasted time co-ordinating 
and expediting deliveries from several suppliers. 


Lighting layout service helps you sell 

Revere’s qualified engineering staff is always ready to 
give you professional outdoor lighting layouts —- fast 
and at no charge. Into each Revere layout goes 30 years 
of concentrated outdoor lighting experience — you’re 
sure the lighting is engineered for peak efficiency. Send 
us specifications for your next outdoor lighting job. 


Simplified ordering, pricing, billing 

You can save time and money by ordering all your out- 
door lighting equipment from one reliable source. With 
Revere, you can select all components from one catalog, 
place one order, have one price source, receive one 
invoice. Sales costs and clerical detail are kept to a 
minimum, and your overhead is reduced accordingly. 


Write for Revere Outdoor Lighting Catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. © 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 
Long Distance Phone: Niles 7-6060 e Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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We don’t distribute “against you’ 
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Allis-Chalmers motor control distributors have a “wide-open” field 


When you distribute Allis-Chalmers motor control you 
aren’t asked to compete against a manufacturer’s own 
distributor organization. Allis-Chalmers sales policies, 
products and services are designed for you. 


Promotional programs are fresh, direct, and care- 
fully “aimed” to cover your selling situation. Training 
programs for your salesmen, profitable pricing and dis- 
count arrangements, engineering help, field warehouse 
stocks, as well as many other important services keep 
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your salesmen, your sales, your income “on the grow.” 

Allis-Chalmers full line of control is a result of new 
thinking . . . the kind of thinking that starts with cus- 
tomer need. That’s why they’re in demand. That’s 
why they’re easier to sell. 

Talk to your nearby Allis-Chalmers representative 
about an A-C franchise today. Or call, write or wire 
Allis-Chalmers, Industrial Equipment Division, Mil- 
waukee 1, Wisconsin. A-1315 


75 








A NEW RANGE HOOD! A NEW FINISH! 
rich “BRUSHED 5 game | CHROMETONE” 


WITH GOLD ANODIZED 
QUILTED ALUMINUM CONTROL PANEL 





Also available in Coppertone == <= 
Enamel with Silver Anodized Aluminum Control Panel 


The ‘‘'1800’’ LOOKS LIKE STAINLESS STEEL 
... sells at a fraction of the Cost! 


The exciting new permanent abrasive-resistant Brushed Chrometone finish has 
all the soft, satin beauty of stainless steel, yet sells at a price low enough for 


FEATURES: any multi-house or apartment project. Look at the beautiful flowing lines 





Even the underside is free of wires or channels. Either the Brushed Chrometone 


e@ Gold Anodized Quilted Alumi- 
num Control Panel e Completely 
Assembled and Wired e Noise- 


less 6-Bladed + with 593 oe Write today for available catalogs on the complete line of VEN- 
Free Air @ No A apters Neede TROLA’S distinguished Range Hoods and Fans, and VENAIRE 
e Fits Conventional 8” Duct e ‘‘Builders’ Budget Line’’ of Fans 


Totally Enclosed Motor. 


or Coppertone Enamel finish will add that modern touch of elegance to any 


























kitchen. Has independently operated push-button light and fan controls. 


(ONLY 3%” 
DEEP) 
| ) (TUCKS INTO 
wire’ y WALLS OR 
Ly CEILINGS) 
‘¢ * alent 
\y >enron a 


Proven Quality at a PRICE you 
can SELL for EXTRA profits! 


This brand new member of the Ventrola family is designed for 
extra-quiet performance and ease of installation in any type 
walls or ceilings where space is at a premium. Its slim (3%4" 
deep) housing fits into walls as thin as 4 inches. The efficient 
4-pole motor assures excellent air movement and QUIET per- 


formance . . . ideal for apartments, motels and prefabs. The 
beautiful modern designed chrome plated grille will blend 
Catalogs available on Ventrola’s complete line of dis- with any decor. Fully guaranteed for 5 years 
tinguished Fans and Range Hoods and the Venaire 
A “Builders’ Budget Line” of Fans. Write today! Available in “Builders’ Budget Line" VENAIRE Model 806 f 


with lifetime guaranteed anodized aluminum grille. 
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Gedney insulated throat for 
top protection, easier pull-through 


INSULATED THROAT 


Now you can order Gedney Liquid-Tite Connectors with the added 
protection of insulated throats. You get faster, easier pull-through... 

eliminate dangerous wire fraying. Gedney Liquid-Tite Connectors 

are the finest, most efficient connectors available for use with liquid-tite 

conduits. They’re precision-made from top grade malleable iron... 
designed to give lifetime dependable service in oil- 

and water-tight flexible raceways. 

Gedney Liquid-Tite Connectors are supplied in standard sizes 

from %” to2”... straight, 45° or 90° ... with or without insulated throats. 
3e sure... specify Gedney. 


GEDNEY FITTINGS FIT 


As shown from left to right in 
illustration, Gedney Liquid-Tite 
Connectors consist of: 


- Locknut — nut stock steel — cadmium- 





plated. 

- Main fitting — straight, 45° or 90° G f A N “y 
angle — malleable iron — cadmium- ; E E 
plated. Insulated throat — optional. 

- Grounding brass bushing — 1 piece - 
— threaded to engage spiral of all SOE 2 
type conduits. , 

- Molded Vinylite sealing ring — pli- , 
able — ever-lasting. ~ nd 

wr 


ELECTRIC COMPANY 


« Gland nut — malleable iron — cad- 


mium-plated. AMERICAS BLDG. + RADIO CITY + NEW YORK 20 


Foundry. Factory and Shipping Pont. Terryville, Conn 
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One reason why Alcoa 
aluminum electrical rigid 
conduit costs less to install 


Heft a 10-foot length of 4-inch aluminum 
conduit. It weighs just 34 pounds. Compare 
this with 98 pounds for a similar section of 
steel conduit. 

You benefit from this weight advantage in 
every phase of handling—lifting, loading, 
carrying, erecting. Result? Jobs go up faster 

You'll also find that aluminum conduit is 
easier to cut, bend and thread than conven 
tional conduit. A hacksaw is adequate for 
cutting most sizes; bending usually is a one 
shot task; and regular dies and cutting oils 
give you clean, sharp threads in a hurry. 

Aluminum conduit is nonsparking, non 
magnetic, corrosion-resistant, and nontoxic. 
It looks good when you put it up and stays 
that way for years and years 

Get all the facts and figures in time for 
your next job. Contact your electrical dis 
tributor or one of our representatives. Or 
drop us a line for free literature. Write to 
Rome Cable Division of Alcoa, Dept. 17-70, 
Rome, New York. 


OTHER REASONS WHY it costs less to instal! Alcoa conduit 
you can cut it easily with a hacksaw, bend with an EMT 
bender, and thread quickly with a regular sharp die 


ROME CABLE 
DIVISION OF ALCOA 





NOW IN BOOK FORM! 


“CONSTRUCTING 
ELECTRICAL 
SYSTEMS” 


In their May 1960 issue, the editors of ELECTRICAL 
CONSTRUCTION AND MAINTENANCE published an exclu- 
sive manual, more than 100 pages in length, on the 
selection and installation of electrical equipment in 
modern systems for power, light, heat, signals and 





communications. 


Now this presentation is available as a full-length, 


hardcover book! 


Here is an authoritative reference for electrical contractors, 


consulting electrical engineers, plant electrical men, elec- 
trical inspectors and architects, and electrical wholesalers. 


This book explores the no-man’s land between points 
where the design engineer’s responsibility ends, and the 
installer’s begins. Here important decisions must be 
made — construction decisions by the designer, and de- 
sign decisions by the constructor. Now, for the first time, 
electrical men can turn to a source of practical guidance 
on constructing all types of electrical work : commercial, 
industrial and institutional! 


The data included represents the most advanced engineering 
practice. Special emphasis is placed on requirements of the 
National Electrical Code regarding placement, mounting 
and connecting of system components. 


Photos and diagrams are used throughout the work to 
illustrate construction details and Code provisions. 


Your copy of “Constructing Electrical Systems” will pay 
for itself many times over by providing quick, sure 
solutions to the multitude of problems involved in any 
electrical construction job—and by helping you avoid 
conflicts and delays concerning Code interpretations. 
Order today...just fill in and mail the coupon! 





erating coils are available with a 
range of voltage ratings—6, 12, 
24, 32, 64, 110, 220, 440, 550 and 
600 volts. 


Low Voltage Switching 


Low-voltage relay switching 
ligl.ting equipment has bec 
popular in residential and co 
cial occupancies. It is used 
remote-control, multi-point ¢ 
and/or frequent control is re 
for a number of small 120-vd 
277-volt lighting loads . 
luminaires or closely-mounted lumi- 
naires. The method offers reduced 
wiring ; 


under ce 
dences and 








CONTENTS 


General Considerations 
Luminaires and 

Lighting Equipment 
Motors and Controllers 
Conductors 
Raceways 
Switches 
Overcurrent 

Protective Devices 
Switchboards 

and Panelboards 
Transformers 
Capacitors and Regulators 
Power Sources 
High Voltage 
Signals & Communications 


Ship to 
Name 


PLEASE PRINT 


City _ 


USE THIS COUPON TO ORDER YOUR BOOK 
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me, on ac circuits, 
al-use ac snap switches. A 
Pwitch that is not “T” rated and is 
not an ac snap switch may be used 
gin conditions in 


rooms, but no 


“CONSTRUCTING ELECTRICAL SYSTEMS” 
Electrical Construction and Maintenance 
330 West 42nd Street, New York 36, N.Y. 


Please send me 
ting Electrical Systems,’’ at $4.50 each. 


Payment enclosed. 


Company Name- 


Home 4 
Address — Company |) 


Please indicate 
nature of Co. business 


CODE RULES ON SNAP 
SWITCHES 


1. Snap-switche 


Boos must be “T 
must be 


For easy reference, inter- 
pretations of the National 
Electrical Code appear in 
the book adjacent to the 
discussion to which the 
Code provisions apply. 


resi- 
ospital and hotel 
public places. 


j 
; 


copy (copies) of the book, ‘‘Construc- 


Please bill me ] Bill Company 


(273-076) 
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PROFIT 


p 


KNOCKOUT... 


with the 


ma ee} i-let(-letd edged iit) 
Tab'c-Jal lela am Olelalige) Mi adt-la) 


That’s why it’ll pay you to know about the 
Carol Protected-Profits Inventory Control Plan 
. a newly developed service designed to: 

When business is good—dut your profits e Insure maximum turnover 
are taking it on the chin—just look at your e Eliminate obsolescence 
inventory! Dead stock on your shelves— e Insure adequate inventory to fill all orders 


items that are obsolete or too slow-moving promptly 
Insure balanced inventories 


—knocks out profits every time. 
e Protect your profits 





Profits start with buying—the right mer- 
chandise ...at the right price...in the STOP TAKING IT ON THE CHIN... Ask your 
Carol salesman for full details on the “‘Carol 
: ; : ; Protected-Profits Inventory Control Plan’— 
vice and cooperation to insure rapid or write, wire or phone Carol Cable Company, 
turnover. Pawtucket, Rhode Island. 


right quantity ... and with the right ser- 


When you call for cable—call for Carol! 
‘ _ 


/ 
9g eel 
73-« 


To 
NEOPRENE 600V 


Portable Cords « Power Supply Cable, Types W & G « Arc 
Welding Cables + Cord Sets + Asbestos Types « Plastic CAROL CABLE COMPANY 


Jacketed Cords « Thermostat Wires » And Many Others Division of the Crescent Company, Inc., Pawtucket, R.I. 
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BUSINESS INDEX for April 1960 
NATIONAL SALES PICTURE: 




















1954100 
~2% from March 1960 
1958 | 1959 1969 
REGIONAL PICTURE: saues INVENTORY 
° ——(% Change) (% Change) 
1960 
From From from From From 
April ‘59 Mar. ‘60 1959** April ‘59 Mar. ‘60 
¢ 
NEW ENGLAND .......... 6 +. | Lg | § 1-2 
é MIDDLE ATLANTIC ......... 1. |2 4 1-10 | 6 12 
¥ EAST NORTH CENTRAL ..... 0 7 |] 4 | 
a WEST NORTH CENTRAL .... 10 5 13 4 1. | 
g SOUTH ATLANTIC ......... 4 L5 1 2 110 0 
g EAST SOUTH CENTRAL ..... 1] =) 0 23 1g 
WEST SOUTH CENTRAL ..... | | 5 | 1. | 
PUNE kv cc htc ecises | 15 7 116 15 
NS 5a dea Sid are aca eacea aie 8 3 l 7 15 
*For electrical apparatus, supplies distributors; Source: Bureau of Census **4 months 1960 from 4 months 1959 
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Circuit Breaker Panelboards 
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ALL IN ONE PACKAGE READY TO INSTALL 





All you need is the basic enclosure, and a stock 
of Quicklag-P circuit breakers, to give over-the- 
counter delivery on practically any lighting 
panelboard order! Everything, except separately 
packaged breakers, is contained in one box, ready 
for fast, easy installation. 











Available with main breakers—or with main lug 
connections—from 50 to 225 amps. Contractor sim- 
ply removes K.O.'s in front and inserts breakers 
on the job. Frank Adam panelboards speed turn- 
over, increase volume, boost profits 


Get the whole story... Write for Bulletin 305, 


Thermal-magnetic quick-make, quick-break 
mechanism whether manual or automatic FRANK ADAM PANELBOARDS HAVE ALL 


operation. THESE TOP SELLING FEATURES: 
One-piece code-gauge galvanized housings—4" easier-to-wire 

Shorts or abnormal overloads can’t hold gutters on All sides—sequence bussing—AM current carrying 
parts are electro silver plated stant panelboard adjustment 


trip-free handle closed. for flush sr eustane meusting<ghen nany others 
Time lag feature prevents tripping 
on momentary overloads. 
RANK Since 1891 
‘Avan ELECTRIC COMPANY 


S$ 66. MO 


10, 15, 20, 30, 40, 50 and 
70 amps. 2-pole and 

3-pole common trip breakers 
available. busduct + panelboards + switchboards * service equipment 


safety switches + load centers + Quikheter 
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NEWS FOR THE 


INDUSTRY 





EE] Convention Report: 





Federal Intervention, Elec- 
tric Heat Highlight Meeting 


UBSIDIZED COMPETITION 

from governmental power under- 

takings and electric heating—the 
big market of the Sixties—were topics 
of discussion at the 28th annual con: 
vention of the Edison Electric Insti- 
tute, held last month in Atlantic City, 
my 2 
e Threat To Industry—‘The greatest 
threat to our industry continues to be 
subsidized competition from govern- 
mental power undertakings and the 
major handicap in meeting this threat 
is tax inequality,” Sherman R. Knapp, 
vice president of the Connecticut Light 
and Power Co., and EEI’s newly 
elected president, told convention 
members. 

“We have no quarrel with the idea 
that the electric bill is a reasonable 
and convenient device for collecting 
taxes to support local, state and federal 
government,” Knapp said. “We justifi- 
ably contend, however, that everyone 
who pays an electric bill should make 
a proportionate contribution to the 
support of government. 

“About 20% of all users of elec- 

tricity in this country use power sub- 
sidized by government and contribute 
little or nothing toward the general 
support of government,” the electric 
power executive noted. “The dollar 
amount of this loss last year is esti- 
mated at $618,000,000. The custom- 
ers of investor-owned utilities provided 
$2,166,000,000 in 1959 in taxes to 
local, state, and federal government,” 
Knapp said. “These figures indicate 
the magnitude of the inequity which 
exists in the present tax structure,” 
he concluded. 
e Job Too Big—The job of supply- 
ing electricity to the country in the 
future “is so big that free enterprising 
industry must continue to do it, not 
government,” Allen S. King, EEI’s 
outgoing president declared. 

“Government power is expensive 
power when all factors are taken into 
account. It is expensive—but it is 
priced cheap, and the taxpayer makes 
up the difference. The government 
might better use its taxing resources 
for those purposes which are undeni- 
ably in the public domain, and let free 
enterprise continue to develop the 


as 


power generation and distribution sys- 
tems of the country,” King said. 


Electric Heat 

Speaking out on electric heat at the 
convention was Thomas G. Ayers, 
vice president, Commonwealth Edison 
Co. Ayers cited the present progress 
of the electric heating market and its 
future prospects. Electric heat custom- 
ers, while doubling in the past three 
years, still number only 600,000, he 
said. Ten-year projections vary from 
3% to 4% million, or 6% to 7% of 
the expected 60 million customers, 
Ayers added. 

Concerning the manufacturers’ view 
of the electric heat market, Ayers in- 
dicated that their products have de- 
veloped and improved, but not with 
the imagination and boldness required 
by the market. 

e Distribution Problems — Moving 
from production of heating equipment 
to its distribution, electric heat poses 


several new challenges, Ayers stated. 
Realignments in the traditional dis- 
tributor-dealer-contractor-buiider rela- 
tionships are inescapable, he added. 
“While I would like to be construc- 
tive, the pattern is not clear. The buy- 
er likes to buy complete; under a 
home mortgage he can, and will, buy 
more. Some manufacturers recognize 
this problem and are trying to solve 
it. How the manufacturer brings to- 
gether the heating contractor, the 
electrician, the supplier of insulation, 
the appliance distributor, and so on, 
is difficult to foresee. It means disturb- 
ing time-honored prerogatives and 
habits. It will require a high degree 
of local variation to solve the problems 
that arise.” 

Regarding promotion of electric 
heat, Ayers said, “Finally, I am bold 
enough to suggest that those selling 
electric heating equipment be able to 
make some concessions at the point 
of sale, especially during the pioneer- 
ing period. The manufacturer’s sales 
representative who can wheel and deal 
on an important subdivision, high- 
rise building, restaurant, or school, 
will have a head start on the market.” 
e Utilities Role—What, specifically, 
is the utilities’ role in promoting elec- 
tric heat, Ayers asked convention 
members. “The format has been pretty 
well defined by the many companies 

Continued on page 86 








Hold Boston Lighting Party .. . 





LIGHTING, not tea, was the subject of this Boston party held by Charles Weinreb, 
president of Massachusetts Gas & Electric Light Supply Company, Boston, Mass., 
(second from right). Guest of Weinreb are local Massachusetts electrical contractors 
who were on hand to hear plans of promoting the electrical contractor’s importance 
as a lighting consultant. (For full story see page 160). Gathered in distributor's show- 
room are: (I. to r.) Joseph Molliver, J.E.M. Electric, Everett; Perry Rosenberg, Perry 
Electric Co., Chelsea; Sam Gronich A.B.C. Electric, Boston; Joseph Lotto, Lotto Elec- 
tric, Mattapan; Morris Pritzker, Empire Electric, Boston; Ruben Kaplan, Kaplan 
Electric, Chelsea; next to Weinreb, Ed Murphy, Inspector of Wires, Cambridge. 
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FLUORESCENT LAMP BALLASTS 


Yes, take a good look... you'll see the results of No matter how you look at ADVANCE Kool 
more than three. years of research by ADVANCE Koil Fluorescent Lamp Ballasts, whether you 
engineers developing new grades of steel, testing are a distributor, contractor, specifier, manu- 
larger diameter wire, incorporating special insu- facturer or user, you'll see these are ballasts 
lating materials and compounds. Another look at 
test results made in a standard 40° C. CBM and 
U/L heat box will show that Kool Koil Fluores- 
cent Lamp Ballasts operate 16.5° C. to 19.5° C. 
cooler than any other ballasts tested; give up to replacement for any make ballast through 
15% more light output for higher illumination more than 1000 ADVANCE Service-Stocking 
levels and increase ballast life 314 to 4 times. Distributors in the United States and Canada. 


designed to serve you better. Remember too, 
all ADVANCE Fluorescent Lamp Ballasts are 
available individually packaged for immediate 


“The Heart of the Lighting Industry.” WN H 
C2)” =<" | TRANSFORMER CO. 


2950 NO. WESTERN AVE. CHICAGO 18, ILL. U.S.A. 
Manufactured In Canada by: ADVANCE TRANSFORMER CO. Ltd., 5780 Pare St., Montreal, Quebec, Canada 
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ANCHOR 


For All Masonry 
(RUST PROOFED) 


DRILL HOLE 

Same diameter as an- 
chor. Depth should be 
length of anchor less 
thickness of fixture. 





INSERT ANCHOR 
Through fixture and tap 
it into masonry flush 
against the fixture. 





PLACE NAIL 

Into anchor and ham- 
mer nail until fully in- 
serted, 


The fully inserted nail 
will expand the anchor 
and fasten the fixture 
firmly and neatly to 
the masonry. 








13 SIZES AVAILABLE 
Diometer and Length 
from 4 x%’ 
thry | Say 


i PUP @ yes 


SILVER KING 
SELF DRILLING SHIELD 
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* 
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DISTRIBUTORS 


This Advertisement Appears 
in Leading Publications Di- 
rected to Your Customers 


ARRO EXPANSION BOLT COMPANY 


DEPARTMENT 8B, P. 0. BOX 388, MARION, OHIO 





EEIl Convention... 


Continued trom page 84 


who are already making headway. 
They have learned that you need to 
organize the market, educate the trade, 
advertise to gain acceptance, sell hard 
in whatever manner required, and 
make sure the customer is satisfied,” 
he replied. 

e Organizing The Market—‘The elev- 
tric heat market is composed of many 
elements, each with varying degrees 
of interest. These include not only the 
manufacturer, distributor, architect, 
heating contractor, electrician, and 
builder, but also the mortgage lender, 
appraiser, and F.H.A. officer. All need 
to be organized into a unified effort 
if electric heating is to be successfully 
promoted. There is no set formula to 
get these various factors pulling to- 
gether. Your organization can do more 
in its own backyard than any pack- 
aged, sure-fire scheme I. might de- 
scribe. The job, stated simply, is one 
of basic leadership.” 

In emphasizing the utility’s respon- 
sibility, Ayers said, the utility must 
sell and sell hard. “This means an ag- 
gressive force of field representatives, 
thoroughly trained in all phases of 
building. They must be able to work 
with customers, architects, builders, 
and contractors. They are not selling 
an impulse item but a product which 
has to be sold on the basis of its ad- 
vantages. Furthermore, they need to 
be equipped with effective promotional 
tools to close the sale.” 

Ayers concluded his address with 
the prediction that “electric heat is 
bound to be the big market of the 
Sixties.” 





Copper Producers See 
Cut in World Output 


NEW YORK—A growing number 
of copper producers anticipate cur- 
tailment of world copper mine out- 
put later this year. They predict the 
cutbacks will be needed to bring ex- 
cess capacity more in line with con- 
sumption and to help stabilize prices. 
The forecasts, however, assume there 
will be no disruption of copper output 
in Africa because of political unrest, 
or in Chile because of labor troubles. 

Latest of the copper producers to 
predict cutbacks are officials of two 
major producers in Africa, Anglo- 
American Corp. of South Africa, with 
mines in Northern Rhodesia, and 
Union Miniere du Haut Katanga, in 
the Belgian Congo. They join the 
ranks of other copper mining officials 
who have warned of overproduction 
and the possible need for output ad- 
justment. 
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Proper steel plus! the best cold 
rolled steel pilus the right handling give 
CIRTUBE EMT its natural bendability. 


Split-free, bead-free! induction 
welded CIRTUBE EMT, left, proves stronger 
than ordinary EMT, provides easier fishing. 


7 


Tube mill operator here keeps close watch as he adjusts weld heat on control console. 


Contractors find: 


* . * , 
Easy fishing! A baked-on protective 
coating gives CIRTUBE EMT a built in lubri- 


cation for easier wire pulling. 


e a o 
uniform hi h valit Lifetime exterior finish! tara 
galvanized finish for durability; polished 
satin lustre for lasting good looks. 


NOWING that the EMT you use is always of the same 

high quality —from tube to tube, bundle to bundle, 
and month to month—is one sure way to help guarantee 
better electrical jobs at lower installation costs. 


CIRTUBE EMT is like that. Made in a brand new plant, with ultra 
modern equipment, the latest techniques, and the most stringent 
quality control measures that experienced engineers can devise, CIR- 
TUBE EMT has already acquired a reputation for unsurpassed uniform 
quality and workability. 

Uniform, high quality is only one of many reasons why CIRTUBE 

T helps get better, more profitable wiring jobs. 


Order it today — your customers will like working with it. Contact 
your local Circle representative or write us direct. *Trade Mark 


WIRE & CABLE Tight, easily handled bundles! 
heidier > Bright, orange tapes hold CIRTUBE EMT 
a subsidiary of securely for easy handling on and off the job. 
CERRO DE PASCO 
CORPORATION 


Fast, friendly service! Well-known 
Circle service through a nation-wide network 


PLANTS: Maspeth and Hicksville, Y SALES OFFICES & WAREHOUSES: In al! principal cities 
of well stocked nearby warehouses. 


RUBBER COVERED WIRES & CABLES © VARNISHED CAMBRIC CABLES © PLASTIC INSULATED CABLES 
NEOPRENE SHEATHED CABLES © “CIRTUBE” EMT 





RAWLINSON ENDORSES TORK’s 
SELECTIVE DISTRIBUTION 
POLICY 


Percy Rawlinson (right) likes the inquiries and soles leads given him by TORK 
Sales Representative Paul Matthews. Providing local leads and national pro- 
motion are all part of TORK’s backing for its selective distributors 


“I’m all for selective distribution” said Mr. Rawlinson, leading Dallas, 
Texas, electrical distributor. “And”, he continued, “I’m all for TORK’s 
policy of selective distribution. It pays off for me.” 

“TORK and I feel that honest and correct relationships with legitimate 
distributors are the only way for a manufacturer to do business. It’s 
made for a closer relationship, in both investment and promotion, be- 
tween myself, the distributor, and TORK, the manufacturer. For ex- 
ample, when my salesmen promote the line, I know they’re not wasting 
their time — for we’re protected by TORK.” 

Paul Matthews added: “TORK isn’t interested in diluted distribution. 
And, we work closely with and for our distributors. Non-stocking dis- 
tributors, who must bid on TORK specs, are referred to Rawlinson. 
Leads and inquiries, developed by TORK’s national advertising and 
promotion, are turned over to Rawlinson Electric Supply — as with 
all our distributors.” 

“The TORK line and selective distribution is truly a ‘profit package’, 
Mr. Rawlinson concluded. The true completeness of the TORK line 
makes for better customer service. We get the benefit of TORK’s good 
profit line . . . plus protection by the manufacturer . .. plus support 
by the manufacturer — and we at Rawlinson wind up with an unbeat- 
able combination as TORK’s stocking distributors.” 


@ SELECTIVE DISTRIBUTION 

@ BETTER CUSTOMER SERVICE 

@ WIDELY SPECIFIED 

@ TRUE COMPLETENESS OF LINE 


“— 2) i= J <x TIME CONTROLS, INC. 
MOUNT VERNON, NEW YORK 


In Canada: Dominion Electric Manufacturing Co. Ltd., Toronto 


Machinery New Orders 
Forecast Bright For ‘60 


NEW YORK—Capital goods pro- 
ducers cooperating in the quarterly 
McGraw-Hill Machinery new orders 
forecast have raised their sights on the 
dollar volume of new business they 
expect during 1960, according to the 
McGraw-Hill Department of Eco- 
nomics. 

The latest forecast of new orders 
for non-electrical machinery indicates 
a gain of 8% for 1960 over 1959. 
The quarterly forecast taken four 
months ago showed an expected gain 
of 3% for the year. The rise in new 
business is expected to continue 
through the third quarter of this year 
and taper off slightly in the fourth 
quarter. During the third quarter, ma- 
chinery manufacturers expect their 
dollar volume of new business to be 
15% higher than in the correspond- 
ing quarter of 1959. Between the third 
and fourth quarters, however, the dol- 
lar volume of new orders for ma- 
chinery is expected to decline by 6%. 

Che biggest contributors to the ex- 
pected rise in new machinery business 
for the year as a whole are pump 
and compressor manufacturers with 
an expected gain of 45% and pro- 
ducers of office machinery with a fore- 
cast of a 25% increase. Builders of 
metalworking machinery anticipate a 
7% gain while manufacturers of other 
industrial machinery—general and spe- 
cial purpgse machines—expect a 5% 
increase. Producers of construction 
and mining machinery are looking for 
virtually no change in their new busi- 
ness this year compared with 1959 
while manufacturers of engines and 
turbines are anticipating a 12% drop 
in new orders. 

The current forecast provides the 
first clue to the level of new ma- 
chinery orders for early 1961. New 
machinery business in the first quar- 
ter of next year is now expected to 
be at the same level as in the first 
quarter of 1959 and the first quarter 
of 1960. But new orders for the 
January-March 1961 period, on the 
average, are expected to be lower by 
9% than the expected rate for the 
fourth quarter of 1960 


Georgia Leads U.S. In 
Commercial Electric Heat 


ATLANTA—tThe state of Georgia 
leads the nation in the number of 
electrically heated commercial build- 
ings, the Georgia Power Co. reports 
The company points out that there 
are 1,400 commercial buildings, and 
structures containing all-electric heat 
ing installations are being added to 
company lines at an average of 55 a 
month. 
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FROM | 
EVERY 
ANGLE | 





ENTRANCE ELLS 





WITH 
EVERY WANTED FEATURE! 








COVERS & Cor 


@ Ultra-Hi Pressure Cast 
@ Aluminum, Copper Free Alloy 
@ Roomy, Unobstructed Interiors 
@ Flat Backed for Snug Fit 
@ Outstanding Design 
@ Satin Smooth, Inside & Out 
@ Adaptable for Every Use 














WAREHOUSE INVENTORIES CARRIED IN: 
ATLANTA KANSAS CITY 


Write today for new illustrated cataleg 
of the Complete RED ¢ DOT Line. 















BALTIMORE LOS ANGELES 
BOSTON MIAMI 
CHICAGO MINNEAPOLIS 
CLEVELAND NEW YORK 
DALLAS PHILADELPHIA 
DENVER PITTSBURGH 
DETROIT PORTLAND, ORE. 


GREENSBORO, N. C. ROCHESTER 
INDIANAPOLIS SAN FRANCISCO 
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> ROCKER-GLO 


| 
| 
| 
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CORONET APTS. ARCHITECT ELECTRICAL CONTRACTOR GENERAL CONTRACTOR 
j FRED M. GUIREY CHANEN CONSTRUCTION 
PHOENIX, ARIZ. & ASSOCIATES ARTHUR ELECTRIC, INC. 


«| 
j 


Eye-Appealing, == 
Rugged in Service 


PES | ee | 
Rocker Glo 


The new Coronet Apartment is the 
last word in style and luxury in multiple 
unit dwellings. Bold, sweeping lines cast 
tradition to the winds and produce a } 
really fine example of architecture native ' 


to the “desert-and-sun” of Arizona. u | 


The entire structure boasts P&S Rocker- 
Glo switches. Rocker-Glo, America’s most- No. 2201 Rocker-Glo Switch 
wanted switch is absolutely quiet in oper- 
ation, glows-in-the-dark and is smoothly 
operated by pressing, rocking, rolling or - 
simply nudging. 














Rocker-Glo AC switches are designed 


for use on tungsten filament and fluores- — 
cent loads at full current rating. For full PERFORMANC 


E 
information write Dept. EW-76A. SPECIFIED 











PASS & SEYMOUR, INC. 
® SYRACUSE 9, NEW YORK 


60 E. 42nd St., New York 17, N.Y. 1440 N. Pulaski Rd., Chicago 51, Ill. In Canada: Renfrew Electric Co., Ltd., Toronto, Ontario 
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Electronics News 





Cites Demand In 
Industrial Electronics 

NEW YORK — The fast-growing 
electronics industry should reach new 
highs in sales and earnings this year 
but some segments of the industry will 
fare better than others, according to 
an executive of a major business fi- 
nancing firm. 

“Demand for military and indus- 
trial electronics equipment will con- 
tinue to soar in 1960,” says John A. 
Kingston, assistant vice president of 
Commercial Factors Corp. 

Of the nation’s defense budget, 
30% is related to electronic equip- 
ment, Kingston noted, and demand 
for such equipment will continue to 
rise with the further development of 
missile and outer space programs. In- 
dustrial demand for computers, data 
processing machines, testing and con- 
trol systems and other electronic de- 
vices will increase as large companies 
place added emphasis on automation, 
he added. 


Los Angeles To Host 
Electronics Show 


LOS ANGELES—AII phases of 
the electronics industry will be repre- 
sented at the Western Electronic 
Show & Convention, scheduled Au- 
gust 23 through 26 in Los Angeles’ 
lavish new Sports Arena. An esti- 
mated 35,000 persons are expected 
to be registered for attendance at the 
four-day trade show and _ technical 
convention. Applications for exhibit 
space have been sent to about 4,000 
electronics firms, according to show 
officials. 

The show is sponsored jointly by 
the Western Electronic Manufacturers 
Association and the Los Angeles and 
San Francisco sections representing the 
seventh region of the Institute of 
Radio Engineers. 


West Germany Develops 
Electronics Industry 

NEW YORK — West Germany is 
rapidly developing a major electron- 
ics industry, reports Electronics, a 
McGraw-Hill publication. 

Two major West German develop- 
ments, according to the report, may 
revolutionize the industry. Siemens, 
together with U.S. Westinghouse, has 
devised a method to produce what is 
claimed to be the world’s purest sili- 
con. Wacker Chemie of Munich last 
year introduced a continuous process 
for pure crystallized silicon which can 
be used directly for transistor produc- 
tion. 
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Distributors Form 
Credit Organization 
PROVIDENCE, R.I.—A method 


has been discovered by a group of 
Rhode Island electrical distributors. 
They have formed their own credit 
organization. 

Actually, the organization has been 
established for a year, but its opera- 


tion was only disclosed recently. It is | 


known as the Wholesale Electrical 
Suppliers Credit Group, an affiliate of 
the Rhode Island Association of 


Credit Men, Inc. Representatives of | 


the member companies meet monthly 


to exchange confidential information, | 


account experiences and in general 
seek to promote better operations 
within the trade. 

Ledger information reports, master 
lists on weak accounts, past-due lists 
on weak accounts and other informa- 
tion are also exchanged, along with 
personal experiences. 

The credit information exchanged 
covers both large and small electrical 
contractors and the industrial users of 
electrical supplies. The credit group is 
of tremendous assistance in preventing 
losses from delinquent accounts 
and insolvencies, according to a 
spokesman. 

Included in the group are Gray- 
bar Electric Co., Leavitt-Colson Co., 
Tops Electric Supply Co., Westing- 
house Electric Supply Co., Union 
Equipment & Supply Co., Century 
Electric Supply Inc. and the City Hall 
Store. It is reported that several other 
supply houses in the state have applied 
for membership in the credit group 


GE Opens Two New Ballast | 


Service Center Networks 
SCHENECTADY, 


—one for outdoor fluorescent ballasts, 


the other for plastic sign fluorescent | 


are being established by Gen- 
Ballast 


units 
eral Electric’s 
Danville, Ill. 


The new service center network | 
goes into effect this month, according | 
to R. J. McIntyre, the department’s | 


manager of outdoor and distributor 
sales. “This plan to separate our serv- 
ice centers according to 


McIntyre noted. 


For outdoor-type ballasts, a repre- | 


sentative number of distributors will 
be established as service centers by 
GE to cover all major trading areas. 


A network of sign supply distributors, | 


strategically located throughout the 


United States, will serve the replace- | 
ment market for plastic sign-type bal- | 


lasts. 
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N.Y. — Two | 
. | 
new separate service center networks | 


Department, 


principal | 
markets is a first in the industry,” 


of curbing weak customer accounts | 


~~) 


* 
rn 


ependable 
rounding 


P&S 3-Wire Grounding Outlets 
assure you of safe, sure installa- 
tions without any call-backs. 


Here are a few of the facts: 


@ All contacts, including ground- 
ing contact, are of top quality 
bronze and grip both sides of 
cap blades securely. 


The contact surfaces are 
rounded for easy insertion and 
withdrawal of cap blades. 


Heavy barriers separate con- 
tacts of opposite polarity and 
grounding contacts. 


Available in duplex and 
single. 
Available side and back wired 
with two green grounding screws 
—side wired with one or two 
screws—also 


green grounding 


250 Volt type. 


Write for further information, Dept. 
EW-76B. 


\ 


ASZI-WSI 





5262-1 
Rating—15 Amps, 125 Volts 





CJ 

















PERFORMANCE 
SPECIFIED 


PASS & SEYMOUR, INC. 
® SYRACUSE 9, NEW YORK 


60 E. 42nd St., New York 17, N.Y. 1440 N. Pulaski Rd., Chicago 51 











* “MARKETS UNLIMITED” * 


“WE ELIMINATED 


$3800.00 
IN 3-PHASE WIRING 


with the 


© ’ 
Gdd-A-Phase’ 
Says RUSS JONES 


RUSS JONES CONSTRUCTION CO. 
ST. LOUIS BUILDER 


“The ADD-A-PHASE enabled us to 
operate this 3-phase equipped 
SANITARY SEWAGE 
DISPOSAL PLANT FROM 
SINGLE PHASE LINES” 





This 
Gdd-A-Phase 
Power Converter is successfully 


operating the following 3-phase 
equipment from single phase lines 


e 2 H. P. BLOWER 
e 1 H. P. AGITATOR DRIVE 
e 1/3 H. P. SUMP PUMP 


Add-A-Phase units are available for 
1 H.P. to 50 H.P. three-phase motors 
... write for more information. 


I~ 
ADD-A-PHASE 
Div. System Analyzer Corp., Nokomis, Illinois 
Gentlemen: Please send, without obligation, 
complete details on your ADD-A-PHASE Power | 
Converter 
Name ‘ Se 


a ee 


SEE FOR YOURSELF .. . package 
includes many case histories of the 
success of the Add-A-Phase... 
years of trouble free use. IF YOU 
HAVE A SPECIFIC ELECTRIC POWER 
PROBLEM GIVE US THE DETAILS 
FOR RECOMMENDATION. | 


Electricity vs. Gas 





Appliance Market Gets Hot 


New products, stepped-up promotion, and easier financ- 
ing are factors forcing a drive for a bigger share of the 
appliance market by gas and electric manufacturers. 


presently experiencing a major 

war between gas and electric ap- 
pliance manufacturers. Included in 
the artillery are new products, easier 
consumer financing and high-power- 
ed merchandising schemes. 

Frypans, and toasters, which are 

plugged into special gas outlets in 
much the same way that electric ap- 
pliances are plugged into wall outlets 
are among new gas appliances being 
developed. Engineers, reportedly, also 
are seeking to create built-in’ wall 
refrigerators. 
e Financing — Easier consumer fi- 
nancing plans are appearing every- 
where. A New Jersey gas utility, which 
rents to customers a gas-powered com- 
bination clothes dryer and washer, 
offers to apply half the rental fee 
toward the purchase price of the 
appliance. 


Te APPLIANCE MARKET is 


Gas Inroads 


Until recently, gas appliances, with 
the exception of ranges and water 
heaters, have had little success in 
breaking electrical appliances’ grip on 
the market. As an example, gas re- 
frigerators have been available for 
some time but account for only about 
6.3% of all refrigerators in use today. 
The gas industry’s outstanding per- 
formers, automatic water heaters and 
ranges, represent 72% and 66%, 
respectively, of those appliances in 
use. A newcomer, the clothes dryer, 
has captured 32% of all dryer sales, 
according to a report. 

Gas appliance makers and utilities 
report they are on the verge of a 
sales breakthrough in other appliance 
markets. It is also notable that a num- 
ber of electrical appliance makers are 
investing heavily to add gas-fueled 
items to their lines of products. Why 
are electrical appliance companies 
joining the rival camp? One manu- 
facturer answers the question this 
way: “Our only purpose as an ap- 
pliance maker is to produce what the 
consumer wants, regardless of the 
fuel used.” Another manufacturer ex- 
plains it this way: “The rapid expan- 
sion of natural gas _ transmission 
facilities has increased the number 


of homes heating with gas, (electric 
heating proponents note) thereby 
greatly enlarging the sales opportuni- 
ties for all gas appliances.” 

e Cheaper Operation — Also en- 
hancing the sales appeal of gas ap- 
pliances, gas men claim, is the fact 
that they are cheaper to operate than 
their electrical counterparts in many 
sections. In Chicago, gas men con- 
tend that a gas refrigerator costs 
about $2.97 a month to operate, com- 
pared with approximately $4.51 for 
an electric unit. In Los Angeles, the 
cost of a gas refrigerator is $2.26 a 
month, as against $3.78 for an elec- 
tric type. However, the monthly fuel 
cost varies, depending upon how far 
the user is from the gas fields. 

e Initial Outlay Greater—Offsetting 
the economy of operation is the 
greater initial outlay in some cases 
for gas appliances. One manufactur- 
er’s line of new gas refrigerators, for 
example, will cost approximately $30 
more than comparable _ electric 
machines. 


New Products Push 


Many of the tactics which have 
proved so successful for electric ap- 
pliance manufacturers are being 
adopted by gas appliance makers in 
an effort to win new customers. The 
major emphasis is on the addition of 
newly-developed gas-operated products 
to spark their sales offensive. 

A new development in the field is 
a gas-operated compressor which, it 
is expected, could bring the cost of 
gas coolers down to that of elec- 
trical models. 

e Bigger Promotions—New products 
are not the only tools the gas industry 
is using. New and bigger promotions 
are in the making. For example, Co- 
lumbia Gas System, a utility serving 
parts of seven states, including New 
York, Pennsylvania, Kentucky and 
Marvland, will spend approximately 
$500.000 during the summer months 
for newspaper, radio and TV ads in 
an appeal to consumers to purchase 
gas-fired central air conditioning units. 

A major target of gas proponents is 
the home builder. “If you put in all 
gas equipment—heating, cooking, 
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BEFORE YOU BUY RIGID GALVANIZED CONDUIT 


Hand run a coupling on Steelduct uniform galvanized threads. The coupling will 
run free but not loose. Steelduct galvanized threads are sharp and clean because 
the Steelduct galvanizing process produces a measured uniform coating, free 
of any excess deposits of zinc. Uniform galvanized threads by STEELDUCT cut 


installation costs by eliminating rusty threads and assuring free running couplings. 


THE STEELDUCT COMPANY 


REPUBLIC STEEL BUILDING YOUNGSTOWN, OHIO 
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EDO 


) (Yecbed 
CONDUIT and PIPE 


WRENCHES - CUTTERS - THREADERS 


DIE HEADS 











6"’ to 48"’ 
SIZES 









RATCHET TYPE 


“% ” to 1 ” 
3-WAY TYPE 


Ve" to 2” 
CAPACITIES 










PORTABLE 
POWER DRIVES 





“88-a” 








NEW, Advanced Features 
Here are a few of many Toledo Quality Checked Pipe Tools 
with extra values built-in, yet they sell at popular prices. 
When you see and buy Toledo Pipe Tools you get advanced 
design and Toledo engineered mechanical features that 
give you better job performance and long service life. 
Don’t settle for anything less than the best— 


INSIST ON TOLEDO! 


(SOLD THRU AUTHORIZED “TOLEDO” DISTRIBUTORS) 







Write For New Catalog | 

) 4 Ay - os | 
E DO Cabiy (Ruched 
PIPE THREADERS e WRENCHES e MACHINES e TUBING TOOLS 


THE TOLEDO PIPE THREADING MACHINE CO...TOLEDO 3, OHIO | 
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water heater—the gas people in our 
area will give you a gas dryer for 
free,” reports a New Jersey home 
builder, who recently completed his 
1,000th “all-gas” home. 

Easier financing is another power- 
ful sales-getter employed by some gas 
companies. One large utility, which 
also sells appliances, offers to finance 
purchases of central air conditioning 
systems over a five-year period at 6% 
interest. 





NEWS 





Proposes Marketing Plan 
For Foreign Competition 


WASHINGTON, D. C.—Industrial 
advertising provides American mar- 
keting executives with an immediate 
weapon to combat the challenge of 
low-cost foreign competition, Robert 
E. Lewis, president of Sylvania Elec- 
tric Products Inc., said. Sylvania is a 
subsidiary of General Telephone & 
Electronics Corp. 

Speaking before the national con- 
ference of the Association of Industrial 
Advertisers, Lewis expressed confi- 
dence that Americans “eventually will 
solve the problems through which 
U. S. goods seem to be non-competi- 
tive, at least price-wise, with foreign- 
made products.” Meanwhile, the Syl- 
vania executive urged strong and 
effective steps to counteract the steadi- 
ly increasing influx of goods from 
abroad and the immediate expansion 
of our own export efforts. Lewis rec- 





ommended a_ three-point program 
including: 
e An immediate acceleration of 


marketing programs with initial em- 
phasis on industrial advertising. 

e A re-evaluation of industrial ad- 
vertising programs at home and abroad 
and creation of a new strategy to make 
such advertising more effective. 

e A readjustment of our adver- 
tising techniques to stress product 
service areas where American made 


goods can compete favorably with 
lower-priced imports. 
New Products To Be 
Featured At NHS 

ATLANTIC CITY, N. J.—An 


array of new products will be on hand 
at the National Housewares Show to 
be held in Atlantic City, N. J. from 
July 11 through 15. The show is spon- 
sored by the National Housewares 
Manufacturers Association. 

One manufacturer will feature its 
premium line of new shaped light 
bulbs at the exhibit in Convention 
Hall. The new bulbs, reportedly, rep- 
resent the first change in the styling 
and design of standard light bulbs in 
thirty years. 


ELECTRICAL WHOLESALING—July, 1960 





don’t you hate to apologize ? 


Apologize for a poor quality product that won't do on the 
job? That takes too much time and wastes material? That 
you sold? 


You can avoid apologies and bad customer relations by 
standardizing on quality electrical products. Products you 
know are made to rigid specifications, using the best 
materials, offering features that make them the best buys. 

One outstanding quality electrical product is Republic 
ELECTRUNITE” E.M.T., best known, best accepted brand in 
the business. You never apologize after this sale is made. 
Republic E.M.T. installs fast, installs easy, gives contractors 
the best run for their money. 

Features eliminate wasted material, make every foot 
usable. “INCH-MARKS’” for easy measuring, accurate bend- 
ing; “GuIDE-LINEs” for keeping bends in proper plane, 
avoiding “wows’’; “INSIDE-KNURLING” and SILVERSLICK 
inside surface that make wire-pulling up to 37% easier, 
wire-pushing, too. 

Prices? Pennies higher and worth it. Worth it because 
you can truthfully say, 


i [™ L F 
fia & % ~ 
min’ 


ry 





Profit through quality. Stock and sell Republic ELECTRUNITE E.M.T. and 


Rigid Steel Conduit. Their performance is a proven and accepted fact. 


REPUBLIC STEEL 


STEEL AND TUBES DIVISION 


Cleveland 8, Ohio 


REPUBLIC STEEL CORPORATION 
STEEL AND TUBES DIVISION © DEPT. C-9185 


215 EAST 131st STREET + CLEVELAND 8, OHIO 

I want to learn more about “INCH-MARKS'®, “GuIpe-LINEs’’®, 
“INSIDE-KNURLING’'®, and SILVERSLICK® the quality selling features 
of Republic ELECTRUNITE® E.M.T 


Name- 


Firm___ 





Address 


City Zone 
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TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 


NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry’s Standard 


Completely unbreakable Elec- 
irix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales . . . makes Electrix the most 


outstanding line in its field. 


Why not sell the best. . . espe- 
cially when profits come bigger 
and easier. Sell Electrix Vinyl 


U) 


APPROVED 


Electrix 


CORPORATION 


Cube Taps. 


Ashton ° Rhode Island 





ALLENDING the opening of the Light & Power Corporation’s new plant at Ulive 
Branch, Miss., are more than 100 electrical distributors, contractors and sales repre- 
sentatives. Members of the group toured the plant guided by Murray Reiter (front), 
1 & P president. Lighting was the topic of discussion 


Distributors At New Plant 


ORE than 100 electrical dis- 

tributors, contractors and sales 

representatives attended the 
Light & Power Utilities Corporation’s 
sales meeting recently at the com- 
pany’s new plant in Olive Branch, 
Miss. 

The major address at the opening 
day ceremonies was delivered by R. 
Baxter Wilson, president of the 
Mississippi Power & Light Co. L & P 
president Murray Reiter said that the 
growth of the company “gives the 
lie to Soviet Premier Khrushchev’s 
boast that he will ‘bury us’—for every 
young firm that makes such progress 
in fourteen years shows that the 
American Ideal is still alive and 
growing.” Tracing the history of the 
company that moved to Memphis, 
Tenn. in 1946 with three employees, 
Reiter said that the new 112,000 
square foot installation more than 
quadruples the company’s factory 
space in Memphis. 

e Talks On Lighting — Guest 
speaker at the opening day ceremon- 
ies was George R. Baumgartner of 
the Products Planning & Application 
division of General Electric Co. While 
men are the essential factors in qual- 
ity, production and sales, almost 90% 
of their actions result from _ the 
sense of sight, Baumgartner stated. 
“In good lighting, we are offering 
our industrial and commercial cus- 


tomers a commodity of great value,” 
he said, “for it is essential to busi- 
ness modernization, the main factor 
in profitable increases in business.” 

Baumgartner traced the business 
lighting levels from the beginning of 
the lighting industry, when lighting 
was measured in unit foot-candles, 
through the next phase beginning in 
1930 when lighting was measured in 
tens of footcandles. We are now 
entering a new phase when lighting 
levels will be measured in hundreds 
of footcandles, he said. 

Baumgartner quoted a study which 
showed that people with good eyes 
could obtain maximum practical ac- 
curacy under relatively few footcan- 
dles for well-printed material. But 
today’s business lighting values range 
from dark hand-written material with 
a value of 50 footcandles to “the 
fourth copy of an invoice on blue 
paper” which came close to 1,000 
footcandles. 

“To obtain these levels of illumi- 
nation requires an investment as does 
any other production or sales tool. 
Better seeing, like better tools, ena- 
bles people to do things faster and 
more accurately,” Baumgartner said. 
e Plant Tours — Many visiting 
distributors took advantage of the 
plant tours that were conducted on 
opening day from 10:00 a.m. until 
4:00 p.m. A luncheon was served. 
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NEW raco 


LINE OF FITTINGS 


Charlie Raco 
has a 
new hat! 


RACO, the complete box line, now offers you a 
complete line of fittings, too. There’s a full line of 
RACO fittings for rigid conduit, E.M.T. (thinwall), 
armored cable, flexible metallic tubing, non-metallic cable, 
and service entrance cable. 

And...the new RACO fittings are available in 
malleable iron, aluminum, steel, and pressure cast. 

With this new addition to the RACO line, you now 
have a top-quality source for all your roughing-in 
materials. Your RACO Distributor has the new complete 
line of RACO products. Ask him about their time and 
money-saving features. 











a ia 


Flexible @& Metallic Tubing Non-metallic Cable Service Entrance 


NOW RACO HAS A COMPLETE LINE OF ROUGHING-IN MATERIALS 


ALL-STEEL EQUIPMENT INC. Aurora, Illinois 
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ARE YOU MISSING A BET? 


There’s extra profit in 
this combination 
plier-wrench 


SELF-GRIPPING 
HEAVY-DUTY 
PLIER 


This Heavy-Duty, self- 
gripping plier is a prime 
favorite of mechanics. 
They like its terrific 


gripping power in tight IT’S EASIER 
places they can’t reach TO STOCK JUST 


with a pipe wrench. They ONE LINE OF PLIERS 
buy it and use it asa (ya 4 4 A f 


combination plier and Wie 
wrench... the finest hand | VA | Al 
tool of its kind on the / / { J If 
market. And they'll buy 

it from you if you stock it IT’S PROFIT-WISE TO 
... Catalog it... display it. STOCK THE GENUINE 
CHAMPION DeARMENT CHANNELLOCK LINE 


TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 





Seud fox Ov How Cats ) 





No Takeoffs! No Landings! 





Automatic Pilots 
Take to the Highway 

PRINCETON, N.J.—Two driver- 
less automobiles followed each other 
around a quarter-mile track in Prince- 
ton last month, operated automat- 
ically by electronic signals from wires 
buried in the asphalt roadbed. The 
specially equipped cars demonstrated 
an “electronic highway” conceived by 
Radio Corp. of America and General 
Motors Corp. One day in the future 
the equipment may take traffic con- 
trol and safety out of the hands of the 
motorist. For the motorist of the fu- 
ture, the devices offer electronic safety 
factors, conveniences and remote con- 
trol traffic regulation. 

The electronic system, which de- 
tects the presence of metal, causes 
cars to hold steadfastly to the center 
of the road. In the trial run, it caused 
one car to accelerate, slow, and stop, 
depending on its nearness to the 
vehicle ahead. While the “automatic 
pilots” were on, the drivers slid over 
to the right side of the seats, away 
from the steering wheel and foot 
pedals. 

Officials from the two companies 
said public use of such automatic con- 
trols in autos is far in the future, but 
the system “now is ready for study 
and evaluation by highway and traffic 
authorities.” Most likely use of auto- 
matic guidance would be on large, 
limited access highways such as turn- 
pikes and toll roads, they said. 

The detection system is based on a 
magnetic field set up by a series of 
wire loops buried an inch or so in the 
pavement and connected to electronic 
devices along the road. A car not pro- 
vided with the control system will in- 
dicate its presence by driving over 
and disturbing the magnetic field. 
Control signals can be passed to 
equipped cars through the same loops, 
bringing them to a halt or coping 
with the intruder in some other way. 

GM has equipped two automobiles 
with the automatic control devices. A 
small computer in each car regulates 
steering, speed, and braking in ac- 
cordance with signals received from 
the road. Steering follows a cable 
buried down the center of the lane 
and separate from the wire loops. 
Automatic transmission—without gear 
shifting—is required. The major prob- 
lem in the system is maintaining re- 
liability, according to a GM official. 

(Editor’s Note:—Who argues with 
the robot traffic cop?) 





NEW YORK-—Starts are off about 
20% so far this year from the first 
four months of 1959, according to 
a leading housing industry source. 
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MAIN ¢ ———>- = -¢—sm—= ¢ MAIN 
RANGE ¢ ———-> - . e RANGE 
DRYER ¢ —n> - aut e DRYER 
OVEN: —————=>- = - = e WATER HEATER 
and 8 lighting : 43}: e and 8 lighting 
circuits =}> circuits 


ONLY IN BULLDOG’S 12-CIRCUIT ELECTRI-CENTER 


Only BullDog Pushmatic 
circuit breakers give you 

both of the above combi- 
nations—plus many 
others—in a 12-circuit 
panel. Other breakers 
would need a 16-circuit } «= 
panel, 


The BullDog Pushmatic® 100-amp breaker 
takes only two spaces, compared to the 
four spaces needed for any competitive 
100-amp breaker. And new BullDog Du- 
plex Pushmatic puts two lighting circuits 
in a single space. Count ’em .. . all the 
circuits shown in only 12 spaces! 


You save space by using smaller panels. 

You provide the maximum in electrical 
lew x Pushmatic s two circuits . . “1 =a . Pust c 100-: xreakers take 
New Duplex Pushmatic puts two circuits circuit flexibility and protection. Push- ushmatic 1 imp breakers take only 


in the space of one single breaker. Gives: . . ‘ : two spaces compared with four spaces 
identical, independent coil-magnetic pro- matic protects two ways—coil short-circuit required for all competitive 100-amp 
tection in each pole of all Duplex and thermal overload protection. To put breakers Pushmatic 100-amp breakers 
breakers; positive one-bolt connection; . . . are now available for field installation. 
eettenah more electrical services into less space, see 

pushbutton convenience. 


your BullDog products representative. 


BullDog Electric Products Division, I1-T-E Circuit Breaker Company, Box 177, Detroit 32, Michigan. 
In Canada: 80 Clayson Rd., Toronto, Ont. Export Division: 13 East 40th St., New York 16, N. Y. 


BULLDOG ELECTRIC PRODUCTS DIVISION 
1-T-E CIRCUIT BREAKER COMPANY 





INDIVIDUAL PROTECTION STATIONS 
CALENDAR OF EVENTS 


e® @ Pe ne 
@® cr | New York State Association 

| Of Electrical Contractors 

| 





And Dealers 
61st Annual Convention 
Meetings, Talks 
Whiteface Inn 
Lake Placid, N.Y. 
July 3-8 


AUGUST 


American Institute 

of Electrical Engineers 
Pacific General Meeting 
El Cortez Hotel 
San Diego, Calif. 


SAFELETS August 8-12 


, , National Associati 
now available with a wide variety of ar Teeter Uiiamenes 


receptacles and circuit breaker ratings Eastern Region Meeting 
Meetings, Talks 


The Heinemann Saf is : én Claridge Hotel 
e inn Safelet is a compact unit that neatly com Atlantic City, N.J. 


bines circuit-breaker safety with plug-in convenience. It has 

sane Sate PE st 21-2 
hundreds of applications, can be used for the individual pro- een 
tection of power tools, fractional horsepower motors and 


almost all general appliances. National Association of 


; , Lighting Maintenance Contractors 
Now you can have the Safelet with any of a large number National Conference 

of receptacles, single and duplex, in twist-lock, polarized, “T” Milwaukee Inn 

slot and other styles. Milwaukee Wis. 


And now you can have a wide choice of circuit breaker August 22-24 
ratings: from 6 to 50 amperes, at the most commonly used 
a-c and d-c voltages. | Western Electronic 

The Safelet enclosure is made of 16-gauge steel with an | Show & Convention 
attractive grey hammertone finish. Units are available for | Los Angeles Sports Arena 
either flush or surface mounting. Los Angeles, Calif. 


. : F st 23-2 
Of course, the circuit breakers used are Heinemann — 
breakers . . . long accepted by the electrical industry as the 


standard of performance. 
SEPTEMBER 
For full details, send for Bulletin 1000. 


American Home Lighting 
Fixture Month 
September 1-30 


Production Engineer Show 
Navy Pier 
Chicago, III. 
September 6-12 


International Association 

of Electrical Inspectors 
SW Section, Reno, Nevada 
September 19-21 


National Association 

Of Electrical Distributors 

ELECTRIC COMPANY Central Region Meeting 

152 Plum Street Trenton 2, N. J. Grand Hotel, Mackinac Island 
| Mich. September 25-28 
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LINE MATERIAL 


now takes another great forward 
step in broadening its cooperation 
with electrical wholesalers! 


Many new opportunities for commercial, industrial, 
and residential outdoor lighting sales are developing 
for electrical contractors. These include industrial 
plants, shopping centers, subdivisions, swimming 
pools, hotels and motel grounds, drive-ins, amuse- 
ment areas, parks, estates, and residential areas. 

To serve this growing market better, Line Material 
is expanding and clarifying its relations with electrical 
distributors. A new distributor program, with a fair 
and clear policy, will enable Authorized L-M Dis- 
tributors to expand their lighting volume and increase 
their service to their customers. 

For more information about this new, fair, friendly 
policy, contact your nearest L-M Field Engineer, 
Lighting Engineer, or mail the coupon. 











. . 
Offers The Distributor: 
y A complete line of high quality outdoor 
lighting products. 


Products and markets reserved exclusively 
for Authorized L-M Distributors 


Technical and sales training information 


y for Authorized L-M Distributors. 


Outstanding Application Engineering 


Service 


Extensive national 











SOME L-M OUTDOOR LIGHTING EQUIPMENT 





y advertising and 


promotion 


Product promotion 
for architects and 
consulting engi- 


neers 


y A clear and fair 
distributor policy 








LINE MATERIAL 
" Industries 


McGRAW-EDODISON COMPANY 


MAGRAWE 
FOISONE 





Outdoor Lighting 


MORE THAN 10,000 PRODUCTS 
FOR OUTDOOR LIGHTING AND POWER DISTRIBUTION 
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in writing. 


MAIL THIS COUPON 


Line Material Industries, Lighting 

Division, Milwaukee 1, Wisconsin 

[_] Please send me Bulletin on L-M Outdoor Lighting 
([] Please send copy of L-M Distributor Policy 

Name 
Title 
Company 








Address —— 
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what do 
you want in 


a flexible 
rorelaidae) mor-] 0) (-¥4 


THE BIG NEOPRENE LINE... 


66 


NEOPRENE 


(od. 
TYPE SO, UL APPROVED 


How many conductors? 

Bronco 66 Certified is made with from 5 to 60 
conductors — more on special order — and carried 
in stock in nation-wide company warehouses. 


What A.W.G. size: 
Bronco 66 Certified ranges from size 18 through 4 


Highest Neopre Ne CC ntent! 

Bronco 66 is a true Type SO, oil-resistant cable, 

the only portable control cable to bear UL approval. 
Outer protecting jacket is certified by a Registered 
Professional Engineer to contain not less than 67.32% 
Neoprene — highest content in the industry! 


Patented Branding 

Molded* permanently into the jacket are 
“Bronco 66 Certified’ type, size, number of 
conductors, rated voltage. With data repeated 
every two feet exactly, cable is self-measuring 


Want real flexibi/it 


You get a degree of fle xibility that can’t be 
equalled because only Bronco 66 Portable Control 
Cable is Synchro-Cured, fine stranded, 

electrically annealed for maximum flex life 


Also stationary contro/ cables | *U.s. Patent 
and shielded control cables 


No. 2867001 
WRITE FOR FREE, CONDENSED CABLE CATALOG 


Los Angeles 58, 
California 





Distributors Receive 
NAED Life Membership 


NEW YORK-—-As the dust of the 
Dallas trail is still settling, NAED 
members are preparing for the re- 
gional conventions. C. Arthur Dahl 
of the General Electric Supply Co., 
San Francisco, Calif., is looking for- 
ward to the Western Region meeting, 
October 17-22, in Las Vegas, Nev. 
with excited anticipation. Although 
Dahl retired last November from ac- 
tive service with GE Supply, he will 
be awarded a Certificate of Honorary 
Life Membership at the western meet- 
ing. On hand at the national conven- 
tion, in Dallas, to receive their Certifi- 
cates of Honorary Life Membership 
were: W. G. Thomas, Mill-Power 
Supply, Charlotte, N.C., and C. P. 
(Pax) Andrew, Noland Co., Newport 
News, Va. 

On receiving his certificate, Thomas 

said: “This is one of the big moments 
of my life. I feel immensely proud... 
on behalf of myself and my com- 
pany.” Said (Pax) Andrew: “I didn’t 
think I'd make it—it’s been a right 
tough 65 years.” Andrew accepted his 
Honorary Life Membership with these 
words: “I'd rather be a has-been than 
a could-have been by far, because a 
could-have been has never been, but a 
has-been was once an are.” 
e Other Memberships—Four other 
distributors were also awarded Cer- 
tificates of Honorary Life Member- 
ship. They were: Karl S. Gorke, 
Gorke Electric Co., Inc., Syracuse, 
N.Y.: C. Q. Mason, Greenville Textile 
Supply Co., Greenville, S.C.; Edward 
J. Petersen, General Electric Supply 
Co., St. Paul, Minn.; and R. S. Mc- 
Donald, McDonald Electric Co., Inc., 
Miami, Fla 


NAED Eastern Region 
Meets August 21-24 

NEW YORK—The National As- 
sociation of Electrical Distributors is 
scheduled to hold its Eastern Regional 
Meeting August 21-24. Site of the 
meeting will be the Hotel Claridge, 
Atlantic City, N.J 


Electronics Exposition 
Scheduled For Winter 
NEW YORK—The third annual 
Futuronics Exposition will be held 
November 30th, December Ist and 
2nd at the Roosevelt Raceway Exhibit 
Hall, Garden City, L. I., N. Y. it has 
been announced by the Long Island 
Electronics Manufacturers Council. 
About 100 exhibitors are expected. 
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Twenty-four 1000w color-corrected mercury lamps, spaced on 20 x 30 ft. 
centers, are mounted 50 ft., 6 in. above floor. Maintained illumination ts 
30 footcandles. Installation — Metropolitan Edison Co., Reading, Pa., 
Portland Station. Electrical Contractor—H.N. Crowder Co., Engineers 


and Consultants—Gilbert Associates, Inc. 


Sola transformer No. 77020 maintains 
rated lumen output of H15 lamp in 
Holophane fixture within +1% even 
if primary voltage should vary over 
200 to 260u range. 


y; 
Newest line of indoor Sola constant- 
wattage mercury-lamp transformers 
features light weight, improved case 
construction; starts mercury lamps 
down to 20° below zero. 


Sola-ballasted mercury lamps 
specified for new generating station 


Here are five performance benefits that make Sola 
constant-wattage transformers pay off in modern 
mercury lighting installations: Light output is con- 
stant within +1% with line voltage changes as great 
at +13%. Line-current starting surge is limited to 
normal operating value—eliminates need for heavier 
wiring, time-delay relays. The constant-wattage cir- 
cuit limits primary current under abnormal condi- 
tions—lamp failure or secondary short circuit will 
not overheat the transformer. Stable operating con- 
ditions insure rated lamp life. Line voltage must dip 
30% below nominal before lamps extinguish. 


The utility’s engineers and consultants recognized 
these benefits and specified constant-wattage trans- 
formers. Consult your Sola lighting representative 
for further information, or write for Bulletin MV-396. 

A Division of 


SOLA gs 


SOLA ELECTRIC CO. C : Corporation 
4633 West 16th Street Chicago SO, Illinois 





THE WIREMOLD COMPANY - DEPT. WO-7 + HARTFORD 10, CONN. 
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NEW SPECIFICATIONS LITERATURE 
HELPS YOUR CUSTOMERS ORDER 


Type-by-type, the entire Wiremold line is now being 
given the additional advantage of these easy-to-use 
catalogs. Contractors and engineers can quickly 
write up orders that are complete. This 
saves man hours for you, makes 
orders easier to fill. 





Every distributor knows how profitable the Wiremold line 
has always been, thanks to our steadfast distributor support 
policies ... and every Wiremold distributor will increasingly 
feel the impact of our efforts to achieve greater turnover of 
your stock. 


IN ADDITION TO “TELL” LITERATURE our pro- 
gram includes: consumer advertising reaching more custo- 
mers than ever before . .. new application literature to 
help you sell jobs . . . and the Genuine Electrical Eagle- 
Eye plan. Your Wiremold man will show you how 
to gain full advantage of the Wiremold Turnover 
Program. 








Distributor Wins 
Merchandising Award 


JACKSON, Miss.—Cabell Electric 
Co., of this city, was recently award- 
ed a plaque for outstanding sales and 
merchandising in 1959, by the Moe 
Light division of Thomas Industries, 
Inc., Louisville, Ky. 

The lighting manufacturer had 
planned to present the awarc at the 
recent national convention of the Na- 
tional Association of Electiical Dis- 
tributors at Dallas, Texas. However, 
Sam Parrish, sales manager of Cabell’s 
electrical department, was busy with 
the company’s participation in the 
Jackson Home Show and couldn’t rep- 
resent Cabell at the convention. 

Al Seiferheld of Thomas Industries 
made a special trip to Jackson to pre- 
sent the plaque at an_ informal 
ceremony in Cabell’s home lighting 
studio. 


Electric House Heating 
Manual Available 


NEW YORK—A _ comprehensive 
232-page handbook on many facets 
of the electrically-heated home is avail- 
able from National Electrical Man- 
ufacturers Association, 155 East 44th 
St., New York 17, N. Y. The book 
contains information from on-the-job 
experts on technical, merchandising, 
installation and growth aspects. Copies 
are offered at $5.00 each. 





Library has no books... 


ATLANTIC CITY, N.J.—An 
electronic “library”, without 
books, has been predicted within 
five years. The bookless “li- 
brary’s” heart will be an elec- 
tronic computer, according to 
General Electric Company engi- 
neers. Economic application 
problems will remain forever, 
they said, but from the view- 
point of equipment and _ tech- 
niques, it will, within a few 
years, be perfectly feasible to 
carry extremely large libraries of 
information in on-line digital 
computer storage. Physical stor- 
age and handling of books and 
documents in such a library will 
rarely occur, they said. Auto- 
matic page readers; automatic 
information indexing by the 
computer; cheap, bulk, random 
access memory; high-speed elec- 
tronic printing; all these will be 
available in less than five years, 
the engineers added. 

(Editor's Note: Anyone for a 
date with an electronic librar- 
ian?) 
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DIAMOND 
PRODUCT INDEX 


It's the WHITE wire. Non- 
sticking, smooth and easy to 
pull, DTX will not flake off. 
Moisture and flame resist- 
ant, it is clean to handle 
and strips easily. 


Heavy Duty Portable Cords 


Available in Red-D-Prene 

(red or black neoprene jack 

et) oil, heat and flame resist- 
ant; Black Diamond (black 
rubber) for general purpose 
use; and Signal Yellow (yel- 
low thermoplastic) for all lo- 
cations where heat is 
no problem. 


em eee 


Diamond DUF® Type UF 


Thermoplastic insulated and 
jacketed non-metallic 
sheathed cable. Retards 
flame and has excellent resist- 
ance to moisture, corrosion, 


fungus, abrasion. UL listed. 


Type SE Service Entrance Cable 


(Armored and Unarmored— Copper or Aluminum) 


May be used without conduit 
from pole to building and 
down side of building in 
places not subject to mechon- 
ical injury. UL listed. Neo- 
prene Aluminum SE also 
available. 


Coiled Heater Cord Set 


It's new, convenient, safer to 
use. Non-tangling six-foot cord retracts to 18 
inches. Can be used on any heat-type appliances. 


Range Cord Sets 


Three wire set is 36” long. Rubber 
molded cap, rubber jacketed cable, 
steel strain relief. UL listed 


Diamond for years has concentrated on this 
“Basic Line” of wire and cable products . . . 
mixing them thoroughly with quality and 
prompt delivery. And remember, one source 
Diamond buying saves ordering time, elimi- 
nates error... 


All UL listed. 


increases your profits. 


600 V Building Wire Type THW 


New UL listed Thermoplastic 
building wire for 75 
dry application. Small dia 
meter, slick silicone finish 
Standard colors in solid and 
stranded ...sizes 14 AWG 
through 4/0 


wet or 


Thermoplastic Insulated Type TW 


Diamond DTW 
diameter building wire thot 
is flame and moisture resist- 
ant. Eight permanent colors 
Small size allows more cir- 
cuits in existing conduits. Sizes 
14 thru 4/0 


is the small 


Weatherproof Wire 


Triple braid weatherproof 
covering can be relied upon 
to meet severe climatic con 
ditions. Available also with 
neoprene or polyethlyene in 
sulation. Comes in solid and 
stranded, full range of sizes 


Bare Copper Wire 


Soft drawn bore copper wire i 
available in o complete range of 
sizes, solid or 7 stranded 


ACT Armored Cable 
& Flexible Steel Conduif 


Suitable for general wiring in 
non-fire proof structures. 
Two, three, four conductor 





DIAMON D 


and CABLE Company 


Sycamore, 


Illinois 


WAREHOUSES: Pittsburgh + Clevelawd + Minneapolis + Dewver + Dolla’ + Atlobta 
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WHAT IT MEANS TO YOU 


Selective Distribution works two ways. To be effee- 
tive, it must be advantageous to both distributor 
and manufacturer. If this is true, the entire market- 
ing effort is coordinated, and a feeling of coopera- 
tion exists that means more and better business 


for everyone. 


Furnas Electric limits the number of distributor 
appointments in a given trading area, dependent 
upon adequate coverage of the market to produce 
the most favorable results. 


Magnetic 
Starters 


Furnas Electric now offers a complete line of motor 
control, with many exclusive features. This reduces 
service and traffic problems, and enables the dis- 
tributor to carry a reduced inventory without the 
usual overlapping of products. 


its distributors. Field men and factory sales engi- 
neers, testing and research facilities are available 
for immediate service. 


Drum 
Switches 


Furnas Electric provides a broad program of na- 
tional advertising to all leading markets of its 
distributors, maintaining a continual contact be- 
tween distributor, manufacturer and customer. 
Pressure 


Switches 


Write today for full information on how you benefit by Furnas Electric 
Selective Distribution—ask for Distributor Portfolio 5412—1069 McKee 
Street, Batavia, Illinois. 

A8l 


FURNAS ELECTRIC COMPANY 


; BATAVIA, ILLINOIS 
SALES REPRESENTATIVES IN ALL PRINCIPAL. CITIES 


December Deadline 


Set For NEC Changes 

BOSTON—The National Fire Pro- 
tection Association has announced a 
deadline of December 1, 1960 for 
receipt of any proposals from the 
public on changes in the current 1959 
National Electrical Code. 

Such proposed revisions will be 
considered in the preparation of the 
1962 edition of the Code, scheduled 
to be submitted for approval to the 
association’s membership at its annual 
meeting that year. Procedural steps in 
the development of the new version of 
the Code include study and review of 
all proposed changes by the Code-mak- 
ing panels, electrical inspectors, the 
electrical industry and others. Copies 
of proposed changes should be filed 
with the panel chairmen named in the 
1959 Code, as well as with Merwin 
Brandon, chairman of the Electrical 
Correlating Committee, and with 
Frank Stetka, secretary. 

Copies of the Code, at $1.00 each, 
are available from the NFPA, 60 
Batterymarch St., Boston 10, Mass. 


NEMA Notes: 





Housewares Report 
Given At Chicago Meet 


NEW YORK—A report on the 
progress of the 1960 NEMA Electric 
Housewares Promotion Program in its 
eleventh year was made at the annual 
conference of the Consumer Products 
Division of the National Electrical 
Manufacturers Association in Chicago, 
on June 1, 2, and 3. Electric House- 
wares used as its 1960 theme, “Elec- 
tricity Is Your Better Way . . . Buy 
Electric Housewares Today.” Facts 
and figures on the 1960 electric water 
heater promotion campaign were also 
given at the meeting 


NEMA Standards 
Publications Issued 


NEW YORK—tThe following new 
and revised publications have been 
issued. Copies are available at the 
prices indicated from the National 
Electrical Manufacturers Association, 
155 East 44th St., New York 17, N.Y. 

e CP 1-1960 Shunt Capacitors 
(SO0¢ per copy) 

e HU 1-1960 Industrial Heating 
Units and Devices 
(30¢ per copy) 

e SG 6-1960 Power Switching 
Equipment 
($3.00 per copy) 

e TR 17-1960 AIEE-FEMA- 
NEMA Standards Publication for 
Arc Furnace Transformers 
(70¢ per copy) 
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LPI Trend luminaire for schools and offices has lumi- 
nous side panels for lighting efficiency with excellent 


brightness control. Diffusers offered: clear ventrolens, 


white ventrolens, or polystyrene egg-crate louver, 


New LPI Trend luminaire now makes comfortable, 


high illumina 


While lighting engineers recommend the new higher 
foot-candle levels in schools and offices, they also demand 
comfortable illumination with carefully controlled 
brightness. LPI’s new Trend series is designed specifi- 
cally to meet these standards at a sensible price level. 
The series lives up to performance requirements of speci- 
fiers and users, it fills contractors’ needs for an economi- 
cal, easy-to-install system, and it meets the distributor’s 
requirements for a profitable, engineered line 

The patented design of the Trend luminaire combines 
luminous side panels with efficient diffusers. Both are 
engineered in shape and transmission characteristics to 
provide increased foot-candle levels while closely ap- 
proximating the Illuminating Engineering Society’s 
“scissor curve” for visual comfort. 

Completely luminous, wrap-around side panels make 
the Trend luminaire strikingly attractive, and contribute 
to its high efficiency and excellent brightness control. 
Direct glare is well below levels commonly associated 
with conventional fixtures. A choice of three diffusers 
makes possible economical, engineered solutions to 
problems of direct and reflected glare. 


on levels practical for low-cost installations 


You can offer clear ventrolens (a prismatic-control 
diffuser type previously available only in substantially 
more expensive luminaires), white ventrolens for even 
better brightness control, or a new polystyrene egg-crate 
louver which provides 55° shielding both crosswise 


and lengthwise. 


Trend Series luminaires are offered in the following 
sizes for 430ma rapid-start lamps: 4 ft. x 12 in. unit for 
two lamps, 4 ft. x 16 in. for three lamps, 4 ft. x 16 in. for 
four lamps, and 8 ft. x 12 in. tandem arrangement for 
four lamps. This lets you provide the proper units for 
any application requirements. Luminaires can be surface 
or pendant mounted, individually or in continuous rows 


For complete information on LPI’s new series, send 
for the Trend Bulletin 


FLUORESCENT 
LIGHTING 


Lighting Products Inc., Highland Park, Illinois 











Ground 
the destructive force 
of lightning with 


CFzI Galvanized Steel Strand 


For grounding of power transmission lines, CF&I Galvanized 
Steel Strand has been proved by years of experience. Weldless 
Overhead Ground Wire Strand is made of special analysis steel to 
ASTM specification A-363, in three- and seven-wire construc- 
tions. It is carefully galvanized for extra weather resistance. 

For guy, messenger and other applications, CF&I Strand is 
made to ASTM specification A-122. CF&I can also manufacture 
strand to your individual specifications. For prompt delivery, get 
in touch with a CF&lI sales office. 


In the West: THE COLORADO FUEL AND IRON CORPORATION — Albuquerque * Amarillo 
Billings * Boise * Butte * Denver * El Paso * Farmington (N. M.) * Ft. Worth © Houston 
Kansas City * Lincoln * Los Angeles * Oakland * Oklahoma City * Phoenix * Portland 
Pueblo « Salt Lake City * San Francisco * San Leandro * Seattle * Spokane * Wichita 
In the East: WICKWIRE SPENCER STEEL DIVISION — Atlanta * Boston * Buffalo * Chicago 
Detroit * New Orleans * New York * Philadelphia * CF&l OFFICE IN CANADA: Montreal 
CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * Vancouver * Winnipeg 











GNP Hits $500 Billion 
Record High For Quarter 


WASHINGTON, D. C.—The fed- 
eral government has reported that the 
nation’s total production of goods 
and services in this year’s first quarter 
reached a seasonally adjusted annual 
rate of $500.2 billion, a new high. 

The new rate of gross national 
product was only 0.4% higher than 
an initial estimate made by the Com- 
merce Department. The gross national 
product last year was about $480 
billion. The Administration is predict- 
ing this year’s GNP will be $510 
billion. 


Switching Devices 
At Production Prices 


YOUNGWOOD, Pa.—The West- 
inghouse Electric Corp. has an- 
nounced that prototype quantities of 
new electronic switching devices, 
called Trinistor Controlled Rectifiers, 
are being made available to industry 
at production prices. The devices are 
used in electronic equipment for the 
regulation and control of electric 
power. 

The Trinistor Controlled Rectifier, 
according to a company spokesman, 
is best suited, for high power applica- 
tions at levels as high as 300-v and 
currents up to 50-amps. 

According to the Westinghouse an- 
nouncement, prices of the new units 
will depend on the type and quantity 
ordered. 


Distributors Elected 
To NAED Membership 


NEW YORK—Five full-function- 
ing electrical wholesale distributors 
have been elected to membership in 
the National Association of Electrical 
Distributors. Those elected were: In- 
terstate Electric Supply Co., 29 South 
35th St., Council Bluffs, Iowa; Inde- 
pendent Electric Co., 629 W. Lake- 
ton St., Muskegon, Mich; San Joaquin 
Wholesale Electric Co., 1701 30th 
St., Bakersfield, Calif; Valley Electric 
Company of Sacramento, 1831 18th 
St., Sacramento, Calif; and Valley 
Electric Company of Stockton, 945 
E. Lindsay St., Stockton, Calif. 


Cerro de Pasco Buys 
Chile Copper Prospect 


NEW YORK—Cerro de _ Pasco 
Corp. has acquired control of Rio 
Blanco Copper Corp., Ltd., a copper 
mine prospect in Chile. Robert P. Koe- 
nig, president of the firm, has an- 
nounced that Cerro has received 585,- 
749 shares of Rio Blanco in an ex- 
change for Cerro stock. 


ELECTRICAL WHOLESALING—July, 1960 





HOODS AND FANS ¢ VENTILATING FANS * BATHROOM CABINETS AND ACCESSORIES * DOOR CHIMES 


Is Range 
more than 


You bet your good will it is! 


Let’s start with the finish. Victor means true Stainless 
Steel. Beautiful satin finish, solid, with the timeless luster 
that defies rust and discoloration. And then, as many 
others do, Victor offers Coppertone and White Baked 
Enamel finishes—but that’s just the beginning of the story 
with Victor. 

Under that glowing Coppertone and gleaming enamel is 
heavy gauge, cold rolled steel with rigid multi-weld seams. 
And that steel is Bonderized, an exclusive with Victor. 

Bonderite, a product of Parker Rust Proof Company, 
changes the surface of the metal to a tight, non-metallic 
phosphate coating which is integral with the metal itself. 
This forms a complete barrier against corrosion and presents 
a surface to which paint or enamel anchor smoothly and 
permanently. 

End of story? No sir. 
depend upon the quality and service of their fans. And 
Victor Ventilating is THE name for quality fans. Victor 
also makes a complete line of separate ventilating fans for 
wall or ceiling. Quiet, powerful, dependable, Victor fans 


For all fan-equipped hoods 
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LUSTERLINE 


Hood Beauty 
( Skin Deep ¢?? 


and impeller type blowers carry a five-year motor guarantee. 
In addition all Victor Lusterline products are backed by 
the famous $30,000,000 Warranty for quality. 

So what about price? Victor’s price puts you squarely in 
the sales race and maybe a stride ahead. And with this 
“undercover story” you're *way out front. 

Victor Lusterline Range Hoods are available in a wide 
variety of models and sizes. Left or right, vertical or hori- 
zontal, top center discharge. Scientifically designed baffle 
plate, 3-speed fan or impeller, light, push button panel, 
matching splashplate. Hoods are completely wired and 
assembled, ready for fast installation—only one electrical 
connection required. Fanless hoods are also available. 





Dept. VV-760 Victor Ventilating Division, 
The Philip Carey Mfg. Company, Middletown, Ohio. 


I'd like to know more about: 
Hoods and Fans____ Bathroom Cabinets____Door Chimes. 
Send specifications on Victor Lusterline products to: 

name 


address__ isan 





zone 











For liquid-tight wiring enclosures 
built to JIC and Nema standards... 


It pays to figure on 


KEYSTONE 


Keystone offers a complete line of JIC 
and Nema enclosures to give positive, 
sealed protection against dust, dirt, 
oil, water and coolants! All types and 
sizes of liquid-tight wireways, fit- 
tings, troughs, boxes and cabinets— 
to meet your exact needs. 


KEYSTONE 


MANUFACTURING CO. 





Division of 
Avis INDUSTRIAL CORP. 
23329 Sherwood Ave. ° 


Warren, Mich. 


Business Outlook: 





Business Build-up Ahead 


Here is the monthly economic re- 
port, as prepared by the McGraw-Hill 
Department of Economics. 


OR THE FIRST HALF of 1960, 

total business of the nation ran 

at an annual rate of about $52 
billion (before the annual mid-summer 
upward revision of the GNP statistics). 
This rate is only slightly below where 
we predicted it would be when we 
made our forecast at the end of last 
year. Consumers have not been buy- 
ing durable goods at as fast a pace as 
we predicted. Unhappily for some 
auto makers and appliance manufac- 
turers, consumers have increased their 
spending on durable items by only 
about 5% over the first half rate of 
1959 and 3% over the last half. 
e Slower Pace—Businessmen showed 
a little more restraint in their in- 
ventory policy during the first six 
months of the year than we thought 
they would. They have just about 
completed their inventory adjustment 
without any drop off in total business. 
Business was expected to build up in- 
ventories at an increasing rate through 
the first four months of 1960. Instead, 
January turned out to be the big in- 
ventory build-up month. Since then, 
the rate of inventory building has been 
declining. This doesn’t mean that bus- 
iness inventories are being cut today. 
It means that companies are currently 
increasing inventories, but at a much 
slower pace than they did immediately 
after the steel industry returned to 
capacity operations. The current rate 
of inventory build-up is about $4 bil- 
lion per year, which is normal for a 
period of rising sales. 

On the other hand, residential con- 
struction has turned out to be a some- 
what stronger force in the business 
picture during the first half than we 
originally anticipated. Although resi- 
dential construction is still running 
well below a year ago, actual spend- 
ing On new housing has held up con- 
siderably better than we (and most of 
the construction industry experts) had 
forecast. 

Add to the above a more than good 
recovery in our export trade and we 
have two segments of the economy 
where actual performance turned out 
to be higher than forecast and two 
segments of the economy—consumer 
durables and business inventories— 
where actual performance was lower 
than forecast. 


What's Ahead? 


Where is our economy heading 
now? In GNP terms we shall be mov- 
ing up at a moderate pace to higher 
ground through the summer and fall 
and well into 1961. The result: 1960 
will not be a boom year—but it will 
merely be the best year for business in 
our history. This conclusion is but- 
tressed by the results of two McGraw- 
Hill surveys released only recently. 
The first is the annual survey of Bus- 
iness’ Plans for New Plants and 
Equipment. It clearly indicates that a 
rising rate of capital investment is al- 
ready in the cards right through 1960, 
and well into 1961. 

The second report is the forecast 
of new orders for machinery (based 
on quarterly forecasts suppiied by a 
large number of machinery compan- 
ies). It shows that the rate of incom- 
ing new machinery orders is expected 
to reach an all-time high in the third 
quarter of this year. And because of 
the lag between the placing of a new 
order for a capital good and its deliv- 
ery, the latest new orders forecast sug- 
gests that capital expenditures will go 
on rising at least through the first 
quarter of 1961. 

Meanwhile, incoming machinery 
orders continue at a very high level, 
second only to the pre-steel strike rush 
of orders in the second quarter of last 
year. And for the first five months of 
the year the industrial construction in- 
dex of new orders has averaged about 
20% above last year’s level. 

With future prospects so bright for 
new orders and sales, businessmen will 
continue to add to their inventories 
during the next few months. However, 
during the third quarter of the year 
we expect them to build up their 
stocks at a slightly lower rate than in 
the current quarter. But the increase 
in the rate of capital investment dur- 
ing the summer months will be more 
than enough to offset the slight drop 
we anticipate in the rate of inventory 
build-up. Thus total business invest- 
ment in both new facilities and in- 
ventories will show a modest gain in 
the coming months 
e Strong Consumer Market—The 
consumer market is a strong factor in 
the business outlook for the period 
immediately ahead. The latest surveys 
of consumer intentions indicate that 
consumers expect to increase their 
spending for durable goods and hous- 
ing during the remainder of 1960. 
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AFTER 30 YEARS ON THE JOB... Okolite insulation still looks good. This unretouched photograph shows a 
section of 11.5 Kv power cable recently re-assigned by Duquesne Light Company. Note that the insulation is stil! 
flexible and resilient—workable. Tests made this year show the tensile strength has deteriorated very little, 
remaining more than 33% above the original specification figure. 


30-year-old Okonite cable still tests above specification figures... 


This is CABLE ' BILI T!. new word for your vocabulary 





ity) new word. 
i Y oiactsate oat 


i ble research oa 
ahs understanding of customers pro 


. : . 
plies eager ness to serve faithfully and dedication 
p . y 


This is Okonite Cable’bility at work. It’s “Old Faithful” — 
a 1250 MCM, Okolite-insulated power cable made in 


1929, now carrying on a new career as a mine power feeder 
for Duquesne Light of Pittsburgh. 


“Old Faithful” began service as an 11.5 Kv lead from 
switchyard to transformer, handling 15,000 KVA loads. 
During World War II, it saw fifteen years of full load oper- 
ation, 24 hours a day. Then in 1957 it was replaced with 
a larger cable to handle even greater loads. But it was 
found still suitable for demanding tasks as a power feeder. 


There are Okonite “Old Faithfuls” in use today in every 
application . . . yours too. Because, as in 1929, Okonite 
still produces the most dependable cables on the market. 
The reason is Cable’bility. The Okonite Company, Sub- 
sidiary of Kennecott Copper Corporation, Passaic, N. J. 


where there’s electrical power... there’s OKONITE CABLE 





11960. Although surveys of consumer 
lintentions have not proved to be as 
accurate forecasters of things to come 
as surveys of business’ plans, they gen- 
erally have provided an indication of 
the direction—up or down—of the 
future course of consumer expendi- 
tures. So it is almost certain that con- 
sumers will increase their rate of 
spending on durable goods and new 
housing this fall. 

Thus we can look for improve- 
ments during the summer in new 
housing and in sales of appliances, 
‘furniture and house furnishings. How- 
ever, auto sales are currently at a 
very satisfactory rate of about 7 mil- 
lion units. If this level is maintained, 
and there is a good chance that it will 
|be, it will be the second best year in 

KRALOY PVC RIGID CONDUIT auto history. 
before encasement in : ; 
concrete slab. Its mirror- The remarkable thing about con- 
smooth interior walls = |sumers today is that despite only a 
make fishing easier. . , . 
modest increase in personal income 
since the beginning of the year they 


CONTRACTORS REPORT INSTALLATION COSTS c=": 
|goods—durables and nondurables— 


and services, and at the same time 


CUT 20% USING KRALOY PVC RIGID CONDUIT i= im! soe, 
o ever, as in the past, a large share of 

ia » . EB cco “ate ner stant : being 

inanced by consumer credit. But cur- 

ses Ist PVC Conduit with U/L Listing rent consumer borrowing is not out of 
line with consumer income. As a mat- 

Because of its extreme light weight and ease of handling, cutting and ter of fact, the current ratio of con- 


joining, the use of KRALOY Pvc conpuIT allows appreciable savings over | S¥™er credit outstanding to income is 
lower than it has been in recent 


; _ —_— vA li, 
use of other conduit. Approximately % the weight of steel, % that of | jonths. 
aluminum, KRALOY’s many advantages make it the ideal conduit. e Defense Spending — Government 
KRALOY’S mirror-smooth interior walls make fishing easier, and it can (spending will accelerate during the 


ge , - xt fe State < al gov- 
be cut and joined with simple tools and solvent cement. For your | "¢Xt few months. State and local go 
ernments will continue to increase 


customer’s complete satisfaction, remember that KRALoy is rust-proof, (their expenditures throughout the 
pit-proof, non-magnetic, non-sparking, and won’t support combustion. year. And we now anticipate a turn- 
Consider the dollars to be saved using u/t listed* KRALOY—its trouble- around in the direction of federal 


sige Sale ondi 9 » becin- 
free characteristics—and you'll insist on KRALOY Pvc conDuUIT for your _|SPending on July 1, 1960, the begin 
ning of the new fiscal year. 


next job. Send the coupon today for the full story on kraLoy—the only During the first six months of this 
Pvc conduit with u/t listing*! calendar year, federal spending de- 
clined to its lowest level since early 
1958. This occurred because of cuts 

- in our national defense program ini- 
Frese Sine “2° . i p . . : tiated more than a year ago. From 
KRALOY PVC 15.0 29.0 63.0 253.0 here on out we look for slightly rising 
ALUMINUM 27.4 53.0 115.7 465.4 defense expenditures. Even if the 
Summit Meeting had not been a com- 
|plete failure, it was almost a cer- 
jtainty that expenditures for national 
defense would be increased from the 


Gentlemen: Please send me your new Brochure on through wholesale present relatively low level. 
Kratoy PVC Conpuir which gives complete information electrical supply When all the major segments of the 
and installation directions. houses economy appear to be on the rise, 


total business can go only in one di- 

Name ——____ rection—up. 
ee 
ccc spnsasissmemeeddeessaeh piace oe NORWALK, Conn. — Burndy 
; ' Corp., of Norwalk, has contracted to 
acquire, for 32,721 shares of Burndy 


common stock, the assets of Husky 
NO CONDUIT REPLACES HR L. YW Products, Inc., of Cincinnati, Ohio. 
*For direct under- 


NOTE THESE WEIGHT COMPARISONS (LBS.) 
































STEEL 79.0 153.0 334.0 1334.0 


Kraloy Plastic Pipe Co., Inc., Dept. EW-7 KRALOY PVC CON- 
402 West Central Avenue, Santa Ana, Calif. DUIT is sold only 











Cee grouné burial or Husky manufactures, and sells alumi- 
eis encased in concrete num and steel supporting tray. 
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The men who really know...know Efcor 


Meet Bill Reynolds, a man with his head in the clouds and his feet planted firmly on the ground. 
Electrical General Foreman for Fischbach & Moore Inc. and L. K. Comstock & Co., a joint venture, 
Bill has over 33 years of skyscraper construction experience behind him. Ask Bill about electrical 
fittings and boxes and he’l] tell you he’s always glad to hear that Efcor’s on the job. That’s his 
assurance of products manufactured with the engineering, the quality and the features that mean 
greater efficiency and a better job done for Bill and his men. Like Bill Reynolds, all across the 
country you'll find the men who really know . . . know EFCOR. 


ELECTRICAL FITTINGS CORPORATION - WOODSIDE 77, N.Y. 


GONE 





THE 
Oem alicia 


CONTINUOUS COLOR 


WELCOME LIGHT 


OBSOLETES 
ALL OTHERS, 


WITH NEW 
DESIGN 


NEW 
LOW 
PRICE 


Now, you're doubly assured of bigger volume, 
more profit. The new WELCOME LIGHT has 
two built-in selling points that have already 
won consumer acceptance all over America. 





The continuous color feature has re- 

placed the old metal cage with new 

translucent fluted-light rotating cylin- 

ders in four wonderful colors, producing 

a warm glow of continuously changing 

colors punctuated every minute by 48 brilliant 

flashes of color . . . red, green, blue and amber 

. sure to hypnotize your customers, hypo 

your sales. Once your customers see the 
WELCOME LIGHT, they'll want to buy it. 


And the new low price clinches the sale 

. . guarantees high volume, because all 

five models now sell for 40% less than 

any other on the market . . . puts the 

TRIPPE CONTINUOUS COLOR WEL- 

COME LIGHT in a low price class by itself, and 
you in an enviable profit picture. 


Ask us how you can get on the TRIPPE band- 
wagon. We'll rush you complete information 
and 4-color catalog sheets for this unique 
motor-driven rotating light. 


WELCOME LIGHT is a registered trademark of 













division of 
RIPPE MFG. CO. 
133 N. Jefferson St. 
Chicago 6, Illinois 


4 SINCE 1922—designers and manufacturers of 
special lighting equip it for 
commercial, civic, and consumer use. 
OR. Sar SRE Fr 8 ORE OR SR Ae Se 
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MARKETING AIDS 





Promotion Pays In Profits 


Distributors awarded prizes in promotional program. 


one of the most successful pro- 
motional campaigns ever staged, 
twenty-five electrical wholesale distrib- 
utors have been awarded prizes for 
their participation in “Visible Blades 
Safety Switch Week,” by Square D 

o., Detroit, Mich. 

The promotional campaign was 
conducted during the week of Febru- 
ary 29—March 5. Promotion kits 
were sent to distributors who set up 
displays to participate in the contest. 
According to Square D officials, 86% 
of those distributors contacted res- 
ponded with participation in the pro- 
motion program. The program was 
designed to highlight the visible blades 
feature of the company’s line of 
safety switches. Cash prizes of $50.00 
were awarded for the best decorated 
display areas. Because of the large 
number of entries and their excep- 
tional quality company officials 
decided to issue fifteen additional 
prizes of $10.00 each. 

e Winning Displays—The following 
distributors were first place winners 


(Cone oF the by its promoters as 


in the contest: Electrical Supplies, 
Inc., Hartford, Conn; Dealers Elec- 
trical Supply Co., Waco, Texas; 
Mayer Electric Supply Co., Inc., Birm- 


ingham, Ala; Delande’s Supply Co., 
Inc., Salem, Mass; Canfield Supply 
Co., Kingston, N.Y; E. Keeler Co., 
Williamsport, Pa; Raybro Electric 
Supplies, Inc; Orlando, Fla; Alston 
Electric Supply Co., Pensacola, Fla; 


This "Cool Deal’ 


1960 “COOL DEAL” contest 
A has been announced by the dis- 
tributor division of P. R. Mal- 
lory & Co., Inc., Indianapolis, Ind. 
The contest, according to the an- 
nouncement, is designed to help dis- 
tributors sell the full line of the com- 
pany’s replacement parts to service 
technicians. Grand prize in the con- 
test is an all-expense paid vacation for 
two at Montego Bay, Jamaica, B.W.lI. 
Second and third prizes of $150 cash 
and $50 cash will be awarded. 
The assortment of parts is packed 
in a thermal carrier called the “Voo- 


McCleery-Carpenter Electric Co., 
Columbus, Ohio; Electric Supply Co., 
Des Moines, Jowa. 

The following were second place 
winners in the contest: Tristate Elec- 
trical Supply Co., Inc; Cumberiand, 
Md; Madison Electric Co., Wyan- 
dotte, Mich; Southern Supply Co., 
Jackson, Tenn; Graybar Electric Co., 


Inc., West Palm Beach, Fla; Tineys 
Electric Co., Lincoln, Neb; Dyer- 
Clark Co., Lawrence, Mass; Elgee 
Electric Co., Columbus, Ohio; Stand- 
ard Electric Co., Ferndale, Mich; Re- 
qua Electrical Supply Co., Rochester, 
N.Y.; West Philadelphia Electric 
Supply Co., Philadelphia, Pa; Hol- 
land Electric Supply Co., Holland, 


Mich; Industrial Electric and Equip- 
ment Co., Kalamazoo, Mich; Gray- 
bar Electric Co., Inc., Memphis, 
Tenn; The Suburban Supply Co., 
Waterbury, Conn; Central Electric 
Supply Co., Hickory, N.C. 

Over 600 distributors participated 
in the program, according to a com- 
pay spokesman. 

e Sales Package—Presently, Square 
D officials have introduced a sales 
training package for distributors. The 
package is a six-chapter film story 
(with. sound) titled “200 on Alfred.” 
It covers practically all the funda- 
mentals of selling, from proper ap- 
proach to effective closing. Also in- 
cluded are all phases of productive 


poetins 


is designed to help distributors sell. 


doo Cooler” which is free when the 
service technician buys the parts at a 
special introductory price. The assort- 
ment of parts includes popular ratings 
of capacitors, controls, switches, vi- 
brators, and batteries. 

The cooler contains an entry blank 
on which the service technician sim- 
ply states which line of parts he likes 
best. As an incentive for distributor 
salesmen to help promote the con- 
test, duplicate prizes will be awarded 
to those salesmen who sell the “Cool 
Deals” to the contest winners. 
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PEOPLE IN THE NEWS 





S. O. Bringhurst 


S. O. Bringhurst has been ap- 
pointed manager of the Salt Lake 
City, Utah branch of the Mine and 
Smelter Supply Co. Bringhurst has 
been with the firm for thirty years, 
and has held the positions of man- 
ager of the electrical department and 
assistant branch manager. He _ suc- 
ceeds William J. Berryman, who is 
retiring after 43 years of active serv- 
ice. 


Francesco (Frank) Galia has been 
appointed to the staff of Cadillac 
Electric Supply Co. Galia has had 
eleven years experience in the com- 
mercial lighting field. 


Alfred Bersted has been elected 
president of the McGraw-Edison Co. 
He succeeds Max McGraw who has 
held the post for 60 years. McGraw 
becomes chairman of the newly 
formed executive committee. R. H. 
Giesecke has been elected vice presi- 
dent and treasurer. 


Albert W. Richards has been ap- 
pointed purchasing agent of Sylvania 
Lighting Products, a division of Syl- 
vania Electric Products Inc. Richards 
succeeds John R. Fuller, who will 
continue to work on special projects 
connected with procurement and pur- 
chasing engineering. 


The following appointments have 
been made by Graybar Electric Co., 
Inc.: D. B. Eardley as northwestern 
district sales manager; W. M. Pear- 
son aS manager at Chattanooga, 
Tenn., of the southern district; and 
A. L. Nelson as manager at Salt Lake 
City, Central Pacific district. 


H. G. Cook, Cincinnati district 
manager of Graybar Electric Co., 
Inc., has been elected a director of 
Graybar. Cook replaces former trea- 
surer F. E. Gibson who retired re- 
cently. Vice president John Reine was 
designated successor voting trustee to 
Gibson. 
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LIDSEEN 


“CHICAGO” 
CONDUIT BENDER 


more sales- 
a» 


' 
' 
u 
' 
' 
' 
' 
' 
' 
‘~ 


You make sales faster and easier with complete customer 
satisfaction ... only the “Chicago”’ bender has all the 
built-in sales features that meet the demands of the elec- 
trician. Its popularity and recognition of being the finest, 
most dependable on-the-job tool provides you with big 
volume sales backed by a profit margin that makes it a 
valued member of any wholesale line. Remember ... 
Lidseen has forty years of experience in the field of pipe 
and conduit benders. 


backed by solid national advertising 


Ads telling your customer about the Lidseen “Chicago” 
Bender will appear in over half a million copies of leading 
electrical contractor publications during 1960. Thousands 
of inquiries from your customers will be processed this 
year ... so be sure you have the tool he wants ... the 
Lidseen “‘Chicago” Bender. 


Bends Aluminum and Steel accurately 


check these Adjustable to any working height 


All steel construction 


sales features—  .....45 180° 


No loose parts 
Portable 

No maintenance 
Faster, simple to use 


write now... your inquiry on your letterhead for 
detailed brochure, price lists and distributorship in- 
formation will be processed promptly. 


LIDSEEW ot North Carolina 


1038 First Street, Hayesvilie, North Carolina 











Why Stock TWO 
Kinds of Covers... 


-when just 
ONE cover 
can be used 
for 

plaster or 
dry walls. 


{RROW CONDUIT'S 


“4” Raised — One Device 


4° Sq. OUTLET 
BOX' COVER 





Stock only ONE Cover get THREE 
important uses at no extra cost! 


Skill & Experience .. 
active ingredients in ail Arrow prod 


ARROW CONDUIT 
& FITTINGS CORP. 


‘ - 
Sete 
* saith 
um © 





Socks “ATLANTA GA. 
* “BIRMINGHAM, ALA. + "CHICAGO. 
DALLAS, TEXAS « 
s 






Rope esenter ves 
MORE, MD 
*CINCINNAT! 37, OHIO * 
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“DETROIT 2, MICH. KANSAS: 
CITV, MO. + *LOS ANGELES. CALIF. + *miAm!, FLORIDA 
* “MEW ORLEANS. 1A. Om CITY, WY. 
HEWTON CENTRE. MASS. © “PHILA. PA. + SICHMOND. 
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E. H. Gallet has been appointed 
manager of distributor sales for Ad- 
vance Transformer Co., Chicago, IIl. 


Gallet joined the firm in 1955 as man- | 


ager of marketing services. As man- 


ager of distributor sales, Gallet will | 


continue to operate out of the com- 
pany’s main plant and company offices 
at 2950 N. Western Ave., Chicago 
18, Til. 


Sherman R. Knapp has been elected 
president of the Edison Electric In- 
stitute. Knapp is vice president of the 
Connecticut Light and Power Co. He 
succeeds Allen S. King, president, 
Northern States Power Co., Minnea- 
polis, Minn. 


Frank Kitzmiller, Jr. has been ap- 
pointed to the position of inter-indus- 
try coordinator for the Live Better 
Electrically Program of the Edison 
Electric Institute. He has been a key 
figure in all of the LBE activities as 
the senior member of the LBE staff. 


Felix C. Karlson has been ap- 
pointed eastern regional manager of 
Federal Pacific Electric Co. In his 
new position, Karlson will be respon- 
sible for sales activities of the elec- 
trical manufacturing firm in_ the 
greater New York area, Long Island, 
northern New Jersey, and part of 
Connecticut. 


Daniel A. Schisler has been elected 
vice president-marketing of The 
Wakefield Co., Vermilion, Ohio, and 


| Carl A. Schroeder has been elected 


vice president-production. 


L. W. Taylor, general power appa- 
ratus and outside construction sales 
manager of Graybar Electric Co., Inc., 
retired last month after 33 years with 


| the organization. Taylor joined Gray- 
| bar as a salesman at Columbus, Ohio, 
in 1927. 


Henri Labrie of Rimouski, Que., 
Canada, has been elected president of 
the Canadian Electrical Distributors 
Association. Elected vice presidents 
are Irwin Mather of Toronto, and 
Seymour Vineberg of Vancouver. 


R. H. Smith, secretary, Reliance 
Electric & Engineering Co., has been 
appointed chairman of the Public Re- 
lations Committee of the National 


| Electrical Manufacturers Association. 


Harlan Partee, of Lima, Ohio, 
formerly northwestern Ohio repre- 
sentative for Commercial Electric, 


Toledo, Ohio is now associated with 
C. H. Andrews, Jr., 
Supply Corp., Lima, Ohio. 


State Electric | 





Special Large Radius 


RIGID 


ELBOWS 


IN STOCK : 
1” to 6” sizes * 45° and 90° 
HOT DIP GALVANIZED OR ALUMINUM 


Also available in wrought iron 


Conouit Nipece Mec. co. 


1455 SPRING GARDEN AVE. PITTSBURGH 12, PA. 


EIEL 


THIEL STAPLES 
ARE STANDARD 
SIZE, BUT MADE OF 
HEAVIER MATERIAL 














EASY-DRIVE 


STAPLES 


PAT. 2632356 








WRITE FOR FREE SAMPLES NOW! 


Essential For Electrical Men! 


SOLD ONLY THRU LEADING ELECTRICAL WHOLESALERS 


THIEL TOOL & ENGINEERING CO.,INC. 


$T. LOUIS 6. MO 


1417 N MARKET 
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John L. Bevers has been named 
manager of the Omaha, Neb., branch, 
Graybar Electric Co., Inc. The com- 
pany has also appointed R. E. Bean 
as its Wolverine district financial man- 
ager and F. D. Bethel as manager of 
appliance sales at Knoxville, Tenn. 


Paul L. Howard, assistant vice pres- 
ident of Yardney Electric Corp., N.Y., 
N.Y., has been elected chairman of 
the Metropolitan New York Section 
of the Electrochemical Society. 


J. W. Loveland has been appointed 
assistant general sales manager of the 
Electrical Conductor Div., Kaiser Alu- 
minum & Chemical Corp., and is suc- 
ceeded by W. W. Hicks as electrical 
conductor sales manager of the north- 
eastern region. 


R. H. Smith, secretary, Reliance 
Electric & Engineering Co., has been 
appointed chairman of the Public Re- 
lations Committee of the National 
Electrical Manufacturers Association. 


Raymond T. Custer, New England 
district financial manager of Graybar 
Electric Co., Inc., has been elected 
treasurer of the Electric Institute, Inc. 


Gordon C. Brown has been ap- 
pointed manager of special products; 
W. G. Sweet, sales manager for spe- 
cial products; and Erwin W. Brown 
manager of electrical products for the 
Irvington Div., Minnesota Mining and 
Manufacturing Co., St. Paul, Minn. 


B. L. Britton has been appointed 
director of public relations for the 
Robertshaw-Fulton Controls Co., 
Richmond, Va. 


Roy E. Campbell has retired as di- 
rector of advertising and sales promo- 
tion for Joy Mfg. Co., Pittsburgh, 
Pa., after 31 years with the company. 
He is succeeded by Robert E. Kinter. 


John F. Clark has been named gen- 
eral manager of Sunbeam Appliance 
Service Corp., Chicago, to succeed 
E. F. Bond who has been appointed 
manager of Sunbeam Corp. Ltd. 


John H. Feder, Jr. has been appointed 
district manager of the Cornell-Dubi- 
lier Electric Corp., South Plainfield, 
N.J. Feder will direct sales activities 
in eastern Pennsylvania, Delaware, 
Washington, D.C., Maryland and Vir- 
ginia. 


Harold Siler and John S. Frizzell have 
been appointed to offices of vice pres- 
ident at Pittsburgh Reflector Co., Ir- 
win, Pa. Siler will direct all sales 
activities, and Frizzell will direct all 
engineering and sales promotion ac- 
tivities. 
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"BIG BROTHER” To Paine’s New Junior Beam Clamp 


Paine’s New Heavy-Duty 
SENIOR BEAM CLAMP 


Assures the fastest, easiest, 
most dependable universal sup- 
port for heavy piping, conduits, 
hanger rods, etc. 


@ Designed for faultless, heavy-duty, conduit runs straight and 
flush-mounted fastening onto ceil- 
ing channel, web joists, ‘I’ beams, 
etc. 

@ Also proves reliable when used as 
insulator’s support. 

@ Mates ideally with any Paine con- 
duit clamp. 

@ Provides a hidden method of holding 
conduits, pipes, cable above false 


ceilings. 


e Keeps 
even. 
e@ Features a case-hardened, hexagon- 
headed, slotted, cup-pointed screw. 


e Slotted screw head makes installa- 
tion faster, easier. 


@ Results in time-savings, reduced 


costs. 


Contact your nearest Paine representative for free samples. Also 
ask for Paine’s New Junior — Clamp and New Liberty Conduit 
lamp. 


the best craftsmen always take 
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THE PAINE COMPANY 85-S Westgate Road, Addison, Illinois | 
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HITS A DOUBLE BULL’S-EYE: 


For customers, because it’s NOT too hot to handle... 
For dealers, because it’s too hot NOT to handle! 





© Greater Heating Capacity from 
Smaller Unit Lengths 
© Cooler Heater Surface Temperature 
@ Wider Selection of Standard Sizes 
@ Most Effective Combination 
of Infra-red Radiation and 
Convection Heat 
@ Easier, More Economical Installation 


Send coupon 
today for more 
information on 
ELECTRO-RAY 
INFRAflo 
Baseboard 
Heating 








ELECTRO-RAY MFG. CO. Vept. EW 


Warehousing 8310 N. E. Highway 99 * Vancouver, Washington 








and Service | Builder | 

Outlets | Sheen deminer tiieen Contractor | 
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and Canada. | soe Architect 
i City Kee Zone State t 














“EASY 
ASSEMBLY... 
thats why | like 


£.7.P 






$} exclusive 
~ pre-set 
staked 

screw with 
deep slotted 
head makes 
working easy— 
even in the 

’ tightest areas. 
There is no backing 
out when inserting conduit. 


Connect with |r) Tela Meslalelian’ 


es and Brochure 
ELECTRIC TUBE PRODUCTS 
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NEW LITERATURE 








Footcandle and Lighting Design 
New booklet of footcandle and light- 
ing design tables has been published 
by the Westinghouse Lamp division, 
Westinghouse Electric Corp., Bloom- 
field, N.J. Included in the 60-page 
pocket-size manual, titled ‘Footcandle 
Levels & Interior Lighting Design”, 
are recommended footcandles for in- 
dustrial, commercial and _ residential 
applications, information on distribu- 
tion and light measurements, precal- 
culated footcandle tables. The booklet 
may be purchased from the lamp di- 
vision headquarters by writing to P.O. 
box 388, Bloomfield, N.J., for 10¢ 
a copy. 


Recessed Lighting—A 36-page color 
catalog of recessed lighting fixtures 
covering a new line of residential 
and commercial units has been issued 
by the Moe Light division of Thomas 
industries Inc., Louisville, Ky. The 
new catalog offers installation  in- 
structions, light curves and coefficient 
tables, as well as detailed drawings 
of all recessed units, including square, 
rectangular, opal glass, round, adjust- 
able beam, shower and light 
types. 


aisle 


Electric Heat (Insulation)—An _in- 
structional booklet covering insulation 
of electrically-heated houses that pre- 
sent problems lying outside the scope 
of the recently adopted minimum All 
Weather Comfort Standard for Elec- 
trically Heated and Air Conditioned 
Homes is now available. The eight- 
page manual gives minimum speci- 
fications for insulation to meet 
demands of extreme and winter and 
summer climatic conditions. Specifi- 
cations for loose insulation, batt and 
blanket insulation, and vapor barriers 
for ceilings, walls, and wood and con- 
crete slab floors are included in the 
manual. The booklet “Plus Values 
from Insulation for Electric House 
Heating” can be obtained from Forty- 
Eight Insulations, Inc., Aurora, IIl. 


Industrial Lighting Equipment—An 
answer guide to industrial lighting 
equipment has been published for use 
of buyers, specifiers and sellers by 


the RLM Standards Institute, 326 W. 
Madison St., Chicago, Ill. 
Capacitors—Bulletin No. 191 cover- 


ing its line of low inductance, energy 
storage capacitors is available from 
the Cornell-Dubilier Electric Corp., 
333 Hamilton B'lvd., South Plainfield, 
N.J. The twelve page booklet pro- 
vides users of such capacitors with 
essential design and installation data, 
as well as ratings, dimensions, and 
styles of several typical models. 










have 
clear channels 





Conduit E.M.T. Elbows are 
made in sizes 1”, 1%”, 5” 
and 2”. They are U.L. q; 
proved. Conveniently pack 
aged at r extra 


me vg pr ompt ly from 


SOLD ONLY THROUGH WHOLESALERS 








MINERALLAC 
“PULL-IN” 


COMPOUND 


No. 100 








Mimemart’® 


COMPOUND APPROVED 


by 
UNDERWRITERS 
LABORATORIES 


For Rubber, Synthetic, Plastic 
or Lead-Covered Wires or Cables 
Approved by Underwriters Laboratories 
for lubricating wires and cables to facil- 
itate pulling them into conduits. Not in- 
jurious to wire or wire covers. Free of 
objectionable odors. White in color. Will 
not drip or run. Convenient pint, quart, 
Y2 gal., gal. and 5 gal. cans. Available 
through your electrical jobber. 


MINERALLAC ELECTRIC COMPANY 
25 North Peoria Street, Chicago 7, Illinois 


MINERALLAC 
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Load Centers—A new 48-page shirt- 
pocket-size booklet (GED-3625) de- 


scribing “TWIN” circuit breaker load NEW ‘as Red Seal DISC 
centers and meter socket-load cen- 


ters is available from Circuit Protec- | KEEPS Bii, an 
OUT of THREADS 


tive Devices Dept., General Electric 
Co., Plainville, Conn. 


Raceway Systems—Underfloor race- 
way systems are subjects of a new 
catalog published by Wheatland Elec- 
tric Products Co., Pittsburgh, Pa. The 
new catalog contains product illus- 
trations and correlated information 
for correctly specifying and installing 
underfloor ducts and service fittings. 







: 
FT 


Included are technical specifications | Indicates bottom 
‘ . | for correct 
of the systems two sizes of ducts, | installation. 


regular assembly fittings and duct to 
conduit adapters and feeds. Catalog 
No. 36 may be obtained from Wheat- 
land Electric Products Co., 7308 
Church Ave., Pittsburgh 2, Pa. 


long screws 
push 

red fibre 

discs out 







Tools — Eight-page, fully illustrated | 
bulletin E-240 has been issued by the 
Greenlee Tool Co., Rockford, Ill. A 
description of more than 60 tools is 
covered in the booklet, including 
lightweight hydraulic conduit bend- 
ers, hydraulic pipe pushers, and cable 


MACHINE SCREW ANCHOR 


with PRETESTED 
HOLDING POWER 





pushers. | ® 

Now available in 10-24 and 4-20 sizes. Samples on request. 
Circuit Breakers—Bulletin +1425, DIAMOND EXPANSION BOLT CO., INC. 
8-page, two-color booklet on rotary , Garwood, New Jersey 


handle circuit breakers and their use _ aiiticee ae ieciizibanaiiataie 
in switchboards, control centers, 


panelboards, and enclosed circuit TY SWITC SERVICE EQUIPMENT 
breakers, has been published by Fed- | 











eral Pacific Electric Co. Bulletin covers That Meet the New NEMA Standards A Fusible Device for Every Wes 
complete line of rotary handle cir- KNIFE BLADE INDUSTIAL DRYER — RANGE — WATER HEATER 
cuit breakers from 15-amps through FUSIBLE AND NOT FUSIBLE HEATING PANELS — AIR CONDITIONERS 

a - « eS = A 
800-amps. Available from Federal 
Pacific Electric Co., 50 Paris St., , = ae B 
Newark 1, N.J. . bd ed 

— 1200 200 
Fixtures—Lighting fixture catalog No. AMPERES AMPERES 
105, 58 pages, in color, is available : | o 
from Progress Manufacturing Co., 
: 





Inc., Philadelphia 34, Pa. Catalog 
covers all types of residential lighting 
fixtures. Distributor’s name can be 
printed on cover for sales promotion 














purposes. 
a 2%." x 2%" AND 
Threader—No. 141 Jam-proof geared cs oe. :. Be SWITCHING 
threader threads 242-in to 4-in pipe al x A 15 tb haoes 
and conduit without changing dies. 8 5 THERMAL 
Threader adjusts for straight or tap- ove MAGNETIC 


‘OoT 
ered, over and under-size threads trose 


Time-saving cam-action workholder 


= = . — a = —_ WIRING TROUGHS ‘sE.Z-RED”’ 
ufacturer, by turning of adjusting 

collar. © The Ridge Tool Co., Elyria, pe oh. ty agomeincomaont CIRCUIT BREAKERS 
Ohio. A COMPLETE LINE OF FITTINGS INTERCHANGEABLE 


NON-INTERCHANGEABLE 


QUICK 
LENGTHS MAKE & BREAK 




















Floodlighting—New six page catalog 
issued by Stonco Electric Products OC OY 
Co., Kenilworth, N. J., illustrates Jhe WADSWORTH Checdeic 
complete line of weatherproof die- \ MFG C N 
cast aluminum outdoor bulletholders W/ VINGTON. KENTUCKY 

designed for all exteriors. 
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Only Y-ER EAS has all these features 


@ Creamy, non-corrosive lu- 
bricont. Never greasy or 


Write for 
descriptive messy. a 
booklet @ Prevents sticking or set- 


ting. Specially helpful on 
saddles and turns. 

Does not run back on 
cables. 

Never harmful to hands 
or clothing. 

Permanently non-harmful 
to cables or conduit. ci 














ne SUP TO” ‘ 


Lead, R 
Synthetic Cover 






Rubber, Broid oF 
ed Cables - 








for any connection 
Conduit runni 
ient 3 
raw black 


ng thread is furnished 
lengths 
electro-plated 
and hot-dipped galvanized. Your 
orders can be shipped promptly 
from the factory or from one of ten 
strategically located warehouses 


CONDUIT PIPE PRODUCTS CO., 


COLUMBUS, OHIO 


in conven in three 


finishes 





SOLD ONLY THROUGH WHOLESALERS 











| 51,000-sq_ ft 





MANUFACTURERS’ 





Owen Sound, Ont., 
wards of Canada, Ltd., has announced 
construction of 4,100 square feet of 
office space and 23,700 square feet of 
plant area, in Owen Sound. Edwards 
of Canada, Ltd., is a wholly-owned 
subsidiary of Edwards Co., Inc., Nor- 
walk, Conn. 


St. Paul, Minn.—Minnesota Mining 
& Manufacturing Co. will build a 
warehouse and work 





| area addition to its magnetic products 


plant in Hutchinson, Minn., accord- 
ing to a company announcement. This 
construction will provide needed ad- 
ditional space for quality control, 
warehousing and other activities. 


Salt Lake City, Utah—The Black & 


EXPANSIONS | 


Canada — Ed- | 


| 





Decker Mfg. Co. has moved its Salt | 


Lake City factory service branch to 
1541 Southwest Second St. The new 
service branch offers factory-operated 
facilities for the repair of all B&D 


electric tool products and _ replace- 
ment parts. 
Dayton, Ohio — Formation of a 


new company that will specialize in 
the engineering and manufacture of 
electronic and electrical safety equip- 
ment has been announced by the Fyr- 
Fyter Co. The new company, located 
at Edison, N.J., will be known as the 
Fyr-Fyter Electronic and Alarm 


| Corp. 





NEWS 





| Atomic Electric Power 
Plant Scheduled 


| the nation’s 


LOS ANGELES—Construction of 
largest atomic electric 
power plant may be started next year 
by Southern California Edison Co., ac- 
cording to a company report. 


GE Reduces Street and 
Traffic Light Prices 


CLEVELAND — The prices of 58 
types of street lighting and traffic sig- 
nal lamps have been reduced by the 
General Electric Co., according to 
Robert V. Corning, acting manager 
of marketing of the Large Lamp De- 
partment at Nela Park. Of 126 types, 
58 are being decreased in list price 
—amounting to an average reduction 
of 8.5%. All types not affected by the 
reduction continue at the previous 
price, Corning said. 

Affected are incandescent traffic 
signal, multiple street lighting and 
series street lighting lamps. 








SLIP-ON GUARD 


GETS - A - LITE GUARD and 
GUIDE Offers Quick, Easy 
Profits in New, Untouched 


Market 


¢ Simply slip GETS-A-LITE GUARD 
AND GUIDE over the fixture, as illus- 
trated. 


Made of indestructible cores steel 
wire. Nothing to break, out of 
erder or replace. Will last Fiefuitely. 
Once installed, GETS-A-LITE GUARD 
AND GUIDE is NEVER removed. 


Nothing to unlock, fuss with or lock, 
when changing lamps. 


GETS-A-LITE GUARD AND GUIDE 
actually steers lamp inte socket, en- 
abling maintenance man to change 
lamp in 10 seconds! 


Available for 40 watt and 100 wait 
fluorescent lamps. 


GETS-A-LITE Company, Dept. EW-70 
3865 N. Milwaukee Ave., Chicago 41, Iii. 











THEY STAY ON..... 
All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 
feature. 








Contractors everywhere are 
switching to VICTOR. Cash in 
on this heavy demand. Add 
these fast selling, profitable 
Clamps and Straps to your 
line. 





VICTOR products are 
neatly packed, clearly 
and attractively labelled. 
Orders for stock items 
shipped within 24 hours. 











VICTOR 





Write for the new 
Victor Strap Catalog 
Lists over 600 items 
to fasten Wire, Cable, 
Tubing and Conduit 


(View SPECIALTIES, INC. 
775 MAIN ST., NEW ROCHELLE, N.Y 


\ The Greatest Single Source for Clamps and Straps 





ELECTRICAL WHOLESALING—July, 1960 














PORTABLE POWER 
CUTS YOUR COSTS 









Other Sizes—600 Watt to 
100KW—A!! Voltages, Phases 





USE POWER TOOLS WITH DEPENDABLE 


WIND WE, ELECTRIC 
———| OWER pants 


You save 4 big ways with a 
WINPOWER electric plant: 

(1) automatically idles plant when load 
is off . cuts fuel cost... 
lowers noise . . . extends engine 
life; 

costs less to buy .. . 
beat all competition; 
speeds up production by supplying 
low cost, instant power on the job; 
gives you long and dependable 
service backed by 35 years of 
manufacturing experience. Portable 
cradle units or two wheel dolly 





(2) 
(3) 
(4) 


priced to 









types. 
FREE BROCHURE AND COMPLETE INFOR- | 
MATION SENT BY RETURN MAIL. 





WINPOWER MFG. CO. 
Tle EW | 


NEWTON, IOWA 








Elbows / 


° and 45° 










have smooth, 


work-speeding | 
raceways 
Conduit of Columbus el- 
bows are U.L. approved 
They are available in sizes 
VY,” to 6”. Sizes 2” to 2” 
are conveniently cartoned 
and all are shipped 
promptly from factory or 


from one of ten strategically 
located warehouses 


CONDUIT PIPE PRODUCTS CO., 


COLUMBUS, OHIO 





poe) Gomme), |S dpi.) felticl Ma .le)8s7 102 2) 
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| died suddenly 


| over 


OBITUARIES 





Frederic A. Ablett 


Frederic A. Ablett, retired sales man- 
ager of Henzel-Powers Inc., Albany, 
N.Y. died May 31 after a long illness. 
He was 66. Ablett had been with the 
firm from 1916 until his retirement 
two years ago as advertising and sales 
promotion manager. 


Samuel H. Levee 


Samuel H. Levee, a pioneer in the 
manufacture of fluorescent lighting 
fixtures in Arizona, died May 26 at 
his home in Phoenix. He was 75. 
Levee was president of Grayco Prod- 
ucts Co., Phoenix, Ariz. 


Eugene W. Commery 


Eugene W. Commery, internationally- 
known residential lighting authority, 
in Allendale, South 
Carolina on May 26. He was 66. 
Commery, considered an authority on 
home lighting, was formerly super- 
visor of residential lighting for Gen- 
eral Electric at Nela Park, Cleveland, 
Ohio. 





NEWS 





NASA Pushes 
Electric Rocket Program 


WASHINGTON, D.C.—The Na- 
| tional Aeronautics and Space Ad- 


ministration has selected two elec- 
trical manufacturers to do engineering 
and preliminary development studies 


| on an electric rocket engine. The two 


firms selected were Avco and the 
General Electric Co. 

Such engines show promise of one 
day powering space-craft on inter- 
planetary missions by supplying a 
small but steady amount of thrust 
a period of months. The electric 
propulsion unit would require an 
auxiliary electric-generating plant. 

The two manufacturers selected 
were among eight companies submit- 
ting proposals for a 30-kw plasmajet 
engine. Principle of the system calls 
for passing a propellant gas such as 
liquid hydrogen through an electric 
arc. The electricity heats the gas up 
to 4,000-deg before the gas escapes 
through a rocket nozzle, producing 
thrust. A major plasmajet problem is 
the development of electrodes capable 
of operating reliably for two months 
or more, according to the federal 
agency. A plasmajet system will be 
three to four times more efficient than 
the most advanced chemical propul- 
sion systems now in development, the 
agency said. 





| Assistant Supply Dept. Manager in R. 


| Manufacturers Reps wanted for growin, 


| 





CLASSIFIED ADVERTISING 


SELLING OPPORTUNITIES 


AGENTS WANTED LINES WANTED 


BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








Wanted: 


Manufacturer's Representatives 


By leading AAA 1 manufacturer of light 
bulbs. Complete Line with special emphasis 
on new decorative types. Features candel- 
abra bulbs for the new modern fixtures. 
Nationally advertised, choice territories 
now available. Commission basis. Should 
have good contacts with electrical distribu- 
tors, fixture wholesalers, dealers, manu- 
facturers. 

Write us advising lines carried, 
covered, size of your operation. 
RW4446 Electrical Wholesaling 
Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 


territory 





REPRESENTATIVE WANTED 


Fast growing fitting and specialty manufac- 














turer requires experienced, aggressive repre- 
sentation to the electrical contractor and 
wholesaler. Contractor, architect and engi- 
neering contacts required. Inquiries invited 
from agents covering lowa, Nebraska, 
Kansas, Arkansas, Indiana, Ohio, Western 
Pennsylvania, Virginia and West Virginia 
Please send resume, lines now handled and 
territory covered to: R W 4582 Electrical 
Wholesaling, 520 N. Michigan Ave., Chicago 
1, I 
ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you, ’ 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITION VACANT 


i1.—Must 


have experience in electrical wholesaling, pur- 
chasing, and sales, with background in indus- 
trial power, motor control, and _ industrial 
specialties. Salary commensurate wit experi- 
ence and ability. Please answer in own hand- 
writing stating age, training and experience. 
Electrical Wholesaling. 


“2 4451, 
; SELLING OPPORTUNITIES AVAILABLE 


Representatives wanted: Outlet and Switchboxes, 
complete line. Inquiries from interested agents 
invited. RW-9470, Electrical Wholesaling. 


Kentucky and Indionapolis, Indiana 
contact electrical wholesalers on our 
U.L. “Sealfiex” Underwriters Approved Liquid- 
Tite Synthetic Covered Conduit and other 
specialty flexible conduit products. Commission 
basis. In reply list allied lines. Address RW-4224, 
Electrical Wholesaling. 


Louisville, 
areas to 


short- 

line fittings company Protected Areas. Exclude 
Illinois, New Jersey. Quicktime Electrical Prod- 
ucts Co., 3643 W. 115th Pi. Chego. 43, Til. 
Representatives Wanted for Electrical Supply. 

Several territories open for representatives to 
electrical supply only. Well rated manufacturer 
has complete, popularly priced, quality line of 
medicine cabinets and fluorescent fixtures. Top 
commissions, Send references and area covered 
to: Don Duckwitz, Eastern Sales Mgr., Zenith 
Metal Products Co., Primos, Penna 


~ SELLING OPPORTUNITIES WANTED - 

Agent desires one additional line to sell in 

addition to well known wiring device line now 
carried. Baltimore, Washington, Norfolk and 
surrounding. RA- 4366, Electrical Wholesaling. 
Aggressive Agency with office in ‘Portland rm 

Seattle desires additional lines in residential 
lighting, or other Staple lines to wholesale trade 
in Oregon & Washington. RA-4465, Electrical 
Wholesaling 
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MEASURE, CUT 


AND REWIND 
your own 


wire and cable 


FOOTAGE METER 





* New Advanced Design Measures 
Wire from ¥,”" to 1%,” O.D 


REWIND MACHINE 





* Hydraulic Jack permits safe, easy 
lifting of reel. 
Vo, %, 1, 1% & 5-h.p. drives. 





* Both Coiling & Reeling with only 
one rewinding machine, 
ALSO AVAILABLE: 


* Variable Speed 10-70 RPM 
* Collapsible Coiling Reel 
* Shaftless Rewind Machine 











Write to: 


COLUMBIA PRODUCTS, INC. 


WRIGHTSVILLE 3, PENNSYLVANIA 
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RUGGED YEARS AHEAD... 
that’s why the job demands SLIPKNOT 


Whether you're splicing transmission lines or 
residential outlets, every splice you make 
must be final, safe and permanent. You can't 
afford any tape but the best . and the best 
costs no more. SLIPKNOT PLASTIC ELECTRICAL 
TAPE is the choice of the country’s most expe- 
rienced electricians, because it handles easily, 
conforms readily, and snugs and stays down. 


With adhesive permanently anchored to 
vinyl base, with controlled tension for proper 
stretch without dangerous thinning — with 
absolute conformity, roll after perfect roll 
no wonder SLIPKNOT is the specified tape. The 
patented cutter, packed free with every 66-foot 
roll, speeds the job and saves you money. 





- Find out why SLIPKNOT is found in all the 
CANTON MAS best splices. Try a roll today 


SOLD ONLY 
THRU 


RECOGNIZED 





PLYMOUTH RUBBER COMPANY, INC. 


QUALITY SINCE 1896 Makers of SLIPKNOT FRICTION TAPE most widely used in the world CANTON, MASSACHUSETTS 














| PERSONS WHO ARE IN THE KNOW ARE SPECIFYING FUSES!| 


H AT FE | E L D E ] ectr 1 Cc C O., Mr. Brown, Vice-President tells why.. 


“For our own buildings and our 


a leading electrical contractor, installs recommendations to our industrial and 
i feel that 


commercial customers, we 
FUSETRON fuses are the st reli- 
FUSETRON dual-element FUSES cate sucemn of oven-cattans poatactaam 
that has been made available. 
in its new office building. Ly I aaa ) 
4 e require protective devices for 


industrial and commercial application 
that not only provides adequate short- 
circuit protection but also protects 
against needless blows. In dead-front 
panel equipment it is especially desir- 
able that they operate cool and effi- 
ciently. Of course FUSETRON fuses 
provide all of this. 





“The additional protection features 


MAINS of these devices are of continual inter- 
AND . est to our customers, and we feel their 
ar gee use is to our mutual benefit.’ 


ELS 
shy Welttam L. Brown 


V. P. Hatfield Electric Co., Cleveland, Ohio 


FUSETRON fuses cre not mechanically oper- 
ated devices, — so they remain SAFE no matter 
how many years they are in service. They have 
an interrupting rating of 100,000 amps. rms 
symmetrical — adequate for today's conditions 
ond for anticipated growth in service demands. 


Owner and Electricol Contractor: Hatfield Electric Co., Cleveland, Ohio q 
Architect: Dalton-Dalton Associates, Cleveland, Ohio 7 me For more information on Fusetron fuses, 
General Contractor: Hunkin Conkey Construction Co., Cleveland, Ohio oO ; write for bulletin FIS. 
Albert M. Higley Co., Cleveland, Ohio . 





THERE IS A BUSS OR FUSETRON FUSE FOR EVERY! ELECTRICAL NEED. Bussmann Mfg. Division, McGraw-Edison Co., St. Louis 7, Mo. 


When You Sell BUSS or FUSETRON 
Fuses You Sell The Safest, Most 
Modern and Most Dependable Protection 





Only fuses offer the safety and dependability re- With Fuses Safe Protection Remains Safe 
quired for today’s circuits. Because of the ever Dust fumes, corrosion or age cannot increase a 
increasing transformer and network capacities, power fuse’s capacity or lengthen its blowing time. The 


operation of a fuse is not dependent on latch triggers 
or other devices that are subject to the strain and jars 
of mechanical action. 


companies now consider it quite possible to have fault 
currents of 75,000 to 200,000 amperes. 


Also the requirements for protective devices have A fuse cannot stick or fail to operate when elec- 
been changed to assure safe interruption of these high trical trouble occurs. One year, five years or twenty 
fault currents. years after installation a fuse will provide the same 


high degree of protection as on the day it was installed. 

Whenever you talk electrical protection to prospects 

and dependability, prove superior in meeting modern or customers, keep these basic facts in mind. It will 
protection requirements help you make profitable sales 


Fuses, because of their high interrupting capacity 





ANOTHER 
OUTSTANDING 

DEVELOPMENT 
BY THE MAKERS OF 


BUSS FUSES 











ANN Mi [ VISIO?P A ~r-w-l n Comoar St Louis MM 











